Alberta  Agricultural  Products 
Marketing  Council 


i tij 

ANNUAL 

REPORT 


1992-  1993 


AGRICULTURE,  FOOD  AND 
RURAL  DEVELOPMENT 


Table  of  Contents 


Marketing  Council  Organization  Chart 

4 

Alberta  Agricultural  Products  Marketing  Council  Report 

6 

Chairman's  Report 

8 

Reports  of  Boards  and  Commissions 

Alberta  Barley  Commission 

10 

Alberta  Canola  Producers  Commission 

12 

Alberta  Soft  Wheat  Producers  Commission 

13 

Alberta  Winter  Wheat  Producers  Commission 

15 

Potato  Growers  of  Alberta 

17 

Alberta  Pulse  Growers  Commission 

19 

Alberta  Sugar  Beet  Growers'  Marketing  Board 

20 

Alberta  Vegetable  Growers'  Marketing  Board 

22 

Alberta  Fresh  Vegetable  Marketing  Board 

24 

Alberta  Chicken  Producers'  Marketing  Board 

26 

Alberta  Turkey  Growers  Marketing  Board 

28 

Alberta  Egg  Producers  Marketing  Board 

29 

Alberta  Hatching  Egg  Marketing  Board 

31 

Alberta  Sheep  and  Wool  Commission 

32 

Alberta  Pork  Producers  Development  Corporation 

34 

Alberta  Cattle  Commission 

36 

Appendix  1 : List  of  Boards  and  Commissions 

40 

Alberta  Agricultural  Products  Marketing  Council 

#305,  7000  - 113  Street 

Edmonton,  Alberta,  Canada 

T5H  6T6 

(403)  427  2164 

RITE  147  2164 


Cover  stock: 
Inside  stock: 
Ink: 


Econo  Fix  Cover  80  lb  gloss 
Resolve  Matte  70  lb  bond 
Canola  based 


ALBERTA 

AGRICULTURE,  FOOD  AND  RURAL  DEVELOPMENT 


CANAD1ANA 


Office  of  the  Minister 

NOV  i 7 1993 


July  14,  1993 


To  His  Honour  the  Honourable  Gordon  Towers 
Lieutenant-Governor  of  the  Province  of  Alberta 


Sir: 

I have  the  honour  to  submit  herewith  the  annual  report  of  the  Alberta  Agricultural 
Products  Marketing  Council  for  the  fiscal  year  ending  March  31,  1993  and  in  accordance 
with  the  provisions  of  the  Marketing  of  Agricultural  Products  Act. 


Walter  Paszkowski 
Minister 


208  Legislature  Building,  Edmonton,  Alberta,  Canada  T5K  2B6  Telephone  403/427-2137,  Fax  403/422-6035 
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The  Alberta  Agricultural  Products 
Marketing  Council 


The  Alberta  Agricultural  Products  Marketing  Council  is  a crown  corporation  established 
by  the  Marketing  of  Agricultural  Products  Act.  The  Act  charges  Council  with  the 
responsibility  of  supervising  the  operations  and  facilitating  the  establishment  of  agricul- 
tural marketing  boards  and  commissions.  Council’s  central  purpose  is  “to  enable  and  assist 
the  evolution  of  agricultural  commodity  groups,  while  recognizing  the  interests  of  the  general 
public.” 

Council  is  in  the  business  of  fostering  effective  agricultural  commodity  organizations  within 
the  province  of  Alberta.  Its  central  roles  are  to  facilitate  the  creation  and  the  amendment  of 
appropriate  infrastructures  for  producer  organizations  wishing  to  use  the  legislation.  Council 
must  also,  in  a resolute  and  just  manner,  oversee  the  ongoing  operations  of  the  existing  boards 
and  commissions. 

Marketing  Council’s  priorities  are  as  follows: 

a)  To  foster  effective  commodity  organizations  which  are  self  reliant  and 
responsive  to  the  dynamics  of  the  marketplace. 

b)  To  enable  producer  initiatives  in  marketing,  research  and  development. 

c)  To  broaden  the  focus  of  commodity  organizations  beyond  regulatory  control  so  as  to 
encourage  the  development  of  sound  business  philosophy  and  strategic  planning. 

d)  To  encourage  the  updating  of  marketing  plans  and  regulations  under  the  revised  Act. 

e)  To  ensure  that  the  interests  of  all  stakeholders  are  respected. 

There  are  currently  sixteen  producer  commodity  groups  which  operate  boards  or  commissions. 
Figure  1 lists  the  various  commissions  now  in  operation  and  outlines  their  primary  authorities. 

The  powers  of  an  individual  board  varies  with  the  needs  of  the  commodity  group  it  serves.  Some 
boards  have  price  and  quota  setting  powers  and  others  have  the  sole  function  of  collecting  levies 
which  are  used  for  research  or  promotion. 

Collectively,  the  sixteen  boards  and  commissions  represent  a significant  portion  of  Alberta’s 
agricultural  activity.  Regulated  commodities  range  from  traditional  crops  and  livestock  such 
as  barley,  cattle  and  poultry  to  special  crops,  fresh  vegetables  and  pulses.  The  sixteen  regulated 
commodities  generated  over  $2.9  billion  in  farm  cash  receipts  in  1992  in  Alberta  or  about  three 
out  of  every  four  dollars  of  farm  cash  receipts  (not  including  government  payments)  in  the 
Province. 
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The  Alberta  Agricultural  Products  Marketing  Council 


History  of  the  Council 


National  Council 


The  Alberta  Agricultural  Products  Marketing  Council  was  established  in  1965  by  means  of 
the  Marketing  of  Agricultural  Products  Act. 

In  1972,  the  Minister  expanded  the  number  of  members  of  the  Council  to  eight  and  revised 
its  terms  of  reference  to  be  consistent  with  the  Government  of  Alberta’s  and  the  Alberta 
Department  of  Agriculture’s  policies  for  the  marketing  of  agricultural  products.  The  then 
new  Council  placed  greater  emphasis  on  supporting  Alberta’s  marketing  boards  and 
commissions  in  their  marketing  role. 

The  Marketing  of  Agricultural  Products  Act  was  amended  again  in  1987.  These  revisions 
were  to  meet  the  challenges  of  working  with  an  ever  more  complex  agricultural  industry  in 
the  province  and  to  better  serve  the  growing  and  developing  commodity  organizations 
working  under  the  legislation. 

The  Alberta  Agricultural  Products  Marketing  Council  is  active  in  its  liaison  role  between 
Alberta  and  the  National  Council.  The  National  Farm  Products  Marketing  Council  was 
established  in  1972,  under  the  Farm  Products  Marketing  Agencies  Act,  to  oversee  the 
operations  of  the  agencies  which  administer  national  and  regional  marketing  plans. 

As  of  the  end  of  the  fiscal  year,  March  3 1 , 1993,  The  Alberta  Hatching  Egg  Marketing  Board, 
The  Alberta  Egg  Board,  The  Alberta  Turkey  Growers  Marketing  Board  and  The  Alberta 
Chicken  Producers'  Marketing  Board  were  signatories  to  National  Agreements. 


Boards  and  Commissions 
operating  under  the 
Marketing  of  Agricultural 
Products  Act 

Total  Revenues  and  Expenses 

1991  - 1992 

Total  Revenue 
$13,108,573  $12,309,588 

Total  Expenses 
$12,593,329  $11,969,119 

Net  Revenue 

$515,244  $ 340,469 


Source:  Alberta  Agricultural  Products  Marketing  Council 
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Chairman's  Report 


Council  Initiatives 


Cattle 


Eggs 


J am  pleased  to  present  this  review  of  Council’s  activities  for  the  past  year. 

The  year  was  highlighted  by  improved  cooperation  and  communication  with  all  Boards  and 
Commissions.  The  Communications  Committee  organized  a successful  series  of  Alternate 
Dispute  Resolution  Seminars  that  provided  the  boards  and  commissions  with  the  opportunity 
to  discuss  Section  36  and  38  reviews.  These  Seminars  focused  on  resolving  disputes  between 
producers  and  their  organizations  prior  to  costly  legal  involvement.  Additional  seminars  are 
planned  as  well  as  specialized  mediation  training  courses. 

An  Alternate  Dispute  Resolution  Working  Committee,  made  up  of  Council  and  Board  and 
Commission  representatives,  has  been  given  the  mandate  to  study  Section  36  reviews  and  come 
forward  with  recommendations  on  how  present  methods  may  be  improved. 

The  Communications  Committee  also  developed  a booklet  on  the  Alberta  Agricultural  Products 
Marketing  Council  and  its  responsibilities  in  relation  to  Alberta’s  marketing  boards  and 
commissions. 

The  Policy  Committee  worked  closely  with  Boards  and  Commissions  on  a review  of  Council 
policies.  The  Committee  and  the  supply-managed  boards  cooperated  on  the  development  of  a 
new  policy  for  the  transfer  of  production  quota  (without  production  facilities).  This  new  policy 
will  provide  more  flexibility  for  producers  entering  and  leaving  their  industry. 

To  promote  the  development  of  export  markets,  Council  and  the  Alberta  Turkey  Growers 
Marketing  Board  and  Alberta  Chicken  Producers’  Marketing  Board  introduced  updated  export 
policies. 

The  Cattle  Commission  was  dominant  in  the  Council’s  activities  over  the  past  year. 

Two  groups  of  cattle  producers  have  brought  legal  action  against  the  Cattle  Commission.  This 
litigation  is  focused  on  the  operation  of  the  Commission  and  its  ongoing  activities. 

The  key  issue  on  the  part  of  the  litigants  is  the  question  of  the  Commission  levies  being  non- 
refundable  or  refundable.  At  the  present  time,  the  levies  collected  on  all  cattle  transactions  are 
non-refundable.  The  litigants  are  demanding  a producer  vote  on  the  continuation  of  the  Cattle 
Commission  in  this  form. 

Efforts  on  the  part  of  Council  to  bring  about  a mediated  settlement  are  continuing. 

Other  Boards  and  Commissions  are  concerned  about  how  court  decisions  could  affect  their 
operations. 

Council  was  instrumental  in  the  organization  of  an  Alberta  Egg  Industry  Advisory  Committee. 
This  committee  provides  all  egg  industry  partners  a forum  to  discuss  current  issues  and  resolve 
problems. 
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Chairman’s  Report 


Plebiscites 


Thank  you 


Considerable  Council  and  Council  staff  time  was  taken  up  with  efforts  to  reach  a national 
agreement  on  the  future  of  the  Canadian  Egg  Marketing  Agency  (CEMA).  A committee  of 
provincial  and  federal  representatives  agreed  on  a Memorandum  of  Understanding  to  allow 
for  the  Agency’s  operation  for  1993.  This  agreement  was  rejected  by  Ontario.  At  the  end 
of  1992,  CEMA  was  continuing  to  operate  in  a significantly  modified  form  and  without  a 
national  agreement. 

Council  continues  to  be  concerned  with  CEMA  and  the  provincial  egg  producer  boards 
operating  outside  of  the  federal-provincial  agreement  for  the  marketing  of  eggs. 

Marketing  Council  in  the  past  year  held  two  producer  plebiscites.  The  revised  Plans  of  the 
Alberta  Chicken  Producers’  Marketing  Board  and  the  Alberta  Vegetable  Growers’  Market- 
ing Board  were  approved  by  a vote  of  eligible  producers.  These  revised  Plans  have 
subsequently  been  approved  and  filed  by  Cabinet. 

As  Chairman,  I would  like  to  thank  the  Ministers  of  Agriculture,  Food  and  Rural 
Development  for  their  continuing  support  and  guidance.  I would  also  like  to  thank  Council 
members  and  staff  for  their  commitment  and  hard  work  during  this  very  active  year. 


Harvey  Buckley 
Chairman 
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Alberta  Barley  Commission 


The  Alberta  Barley  Commission  was  established  under  the  Province’s  Marketing  of 
Agricultural  Products  Act  on  June  20, 1 99 1 and  is  supervised  by  the  Agricultural  Products 
Marketing  Council. 

The  Commission  is  a grassroots  organization  intended  to  represent  barley  producers  in  the 
following  areas:  research,  market  development  and  policy  development. 

Through  its  activities,  the  Commission  will  strive  to: 

1)  Enhance  the  value  of  barley  in  the  marketplace  by  increasing  the  consumption  and 
use  of  barley  in  high  value  products,  such  as  human  food; 

2)  Promote  a consistent  supply  of  superior  products  for  food,  feed  and  malt  industries; 

3)  Investigate  the  feasibility  of  new  uses  of  barley,  the  development  and  testing  of  new 
varieties  and  the  evaluation  of  alternative  production  techniques; 

4)  Provide  leadership  and  information  for  producers  to  ensure  a competitive  industry  in 
a global  marketplace; 

5)  Provide  an  organization  whereby  producers  can  share  the  costs  and  benefits  of  projects 
which  can  only  be  feasible  on  a collective  basis; 

6)  Leverage  producer  funds  through  matching  funds  from  industry  and  governments; 
and 

7)  Provide  a communications  network  through  which  farmers  and  industry  many  be  kept 
informed. 

The  activities  of  the  Commission  during  its  initial  year  was  constrained  by  two  factors: 

1 ) Funds  were  only  available  from  operations  during  the  latter  half  of  the  fiscal  year;  and 

2)  Much  of  the  efforts  of  the  Commission  were  spent  clarifying  its  role  to  producers  and 

industry. 

This  introductory  period  is  now  behind  us  and  we  can  anticipate  that  time  and  funds  will  be 
available  in  the  coming  year  to  aggressively  pursue  the  primary  objectives  of  the  Commission. 

Commission  operations  are  funded  through  a service  charge  of  40  cents  per  tonne  assessed  on 
all  sales  of  barley  by  primary  producers. 

We  are  now  able  to  plan  a full  budgetary  year  and  will  be  accepting  applications  for  funding 
of  research  and  market  development  projects  in  the  coming  year. 

We  would  like  to  extend  our  sincere  appreciation  to  everyone  who  participated  in  the  24  barley 
demonstration  sites  - the  farmer/cooperators,  district  agriculturalists,  field  crop  specialists  of 


Alberta  Barley  Commission 


Alberta  Barley 
Commission 
Revenues  and  Expenses 
1992 

Total  Revenue 
$476,427 

Total  Expenses 
$303,815 

Net  Revenue 
$172,612 

Source:  Alberta  Barley 
Commission  Annual  Report 


Alberta  Agriculture,  the  Applied  Research  Associations  and  district  agricultural  service 
boards.  We  have  received  favorable  comments  from  farmers  visiting  the  demonstration  sites 
throughout  the  province.  They  were  impressed  with  the  work  done  at  the  plots  and  expressed 
their  support  for  such  projects. 

The  new  barley  varieties  being  developed  by  researchers  like  Dr.  Jim  Helm  at  Alberta 
Agriculture’s  Field  Crop  Development  Centre  in  Lacombe  are  encouraging.  The  provincial 
and  federal  facilities  in  Lacombe  are  all  that  are  left  for  public  barley  research  in  Alberta. 
We  hope  that  we  will  see  the  centre  supported  by  the  entire  industry  in  the  future  to  ensure 
that  we  maintain  a credible  barley  research  program  in  this  province. 

There  is  considerable  potential  for  the  development  of  new  barley  markets.  One  area  is 
human  consumption.  Barley  is  an  excellent  source  of  fibre  which  has  proven  to  be  effective 
in  lowering  cholesterol.  An  excellent  example  of  the  potential  is  the  introduction  of 
Hamilton  Barley  Flour  to  the  Alberta  retail  market.  This  flour  is  made  from  whole-grain, 
hulless  barley  produced  in  Alberta. 


The  province’s  entire  cattle  and  hog  industry  is  dependent  upon  a competitive  barley 
industry.  About  40  per  cent  of  our  crop  is  used  on-farm.  The  province’s  feedlot  industry 
is  a major  consumer  of  barley  in  Alberta.  With  the  October  release  of  Dr.  Clare  Young’s 
research  study,  the  Commission  is  expecting  to  identify  some  innovative  ideas  of  future 
research  projects  and  the  integrated  uses  of  barley  as  a food  source  for  both  human  and 
animal  consumption. 


The  Commission  will  also  be  reviewing  other  market  development  initiatives  such  as 
possible  industrial  uses  of  barley  and  barley  fractions. 


Alberta  Farm  Cash  Receipts  - Barley 
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Over  the  long-term,  the  barley  industry  will  not  be  able 
to  continue  to  count  on  marketing  into  deficit  produc- 
tion areas  of  the  world  like  Eastern  Europe  and  the 
Orient.  Following  an  adjustment  period,  these  markets 
are  expected  to  become  self-sufficient.  We  must  be 
prepared  to  develop  a stronger  value-added  processing 
sector  to  ensure  a future  market  for  this  very  important 
crop  in  Alberta. 

Barley  plays  an  important  role  in  Alberta’s  agricultural 
scene.  Alberta  farmers  annually  grow  about  six  million 
tonnes  of  barley;  50  per  cent  of  the  barley  produced  in 
all  of  Canada. 


Alberta  Canola  Producers  Commission 
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Alberta  Canola  Growers 
Commission 

Revenues  and  Expenses 
1991  - 1992 

Total  Revenue 
$728,180  $848,506 

Total  Expenses 
$628,985  $736,465 

Net  Revenue 
$99,195  $112,041 


Source:  Alberta  Canola  Producers 
Annual  Report 


The  past  year  has  been  a frustrating  one  for  many  of  us  having  come  through  one  of  the 
most  devastating  late-summer  weather  patterns  in  our  history.  Prospects  for  good 
crops  in  many  parts  of  Alberta  were  quickly  shattered  by  early  frosts,  snow  and  hail. 

The  Alberta  Canola  Producers  Commission  has  had  a very  successful  year  and  has 
contributed  significantly  to  enhance  the  canola  industry  through  support  of  research, 
production  centres,  demonstration  and  market  promotion,  as  well  as  providing  information 
to  canola  producers  through  our  newsletter,  regional  meetings  and  annual  convention. 

In  addition  to  the  above,  the  Alberta  Canola  Producers  Commission  has  a responsibility  to 
work  closely  with  governments  and  industry  and  deal  with  policy  matters  that  affect  our 
industry.  The  Commission  has  been  involved  in  the  federal  “Growing  Together”  review 
and  has  made  recommendations  on  a wide  variety  of  topics,  including  futures  markets, 
canola  quota,  producer  cars,  90-day  pricing,  terminal  elevator  tariff  policy,  dependable 
delivery  of  canola  to  export,  and  improved  efficiencies  in  the  grain  handling  and  transpor- 
tation system. 

The  Alberta  Canola  Producers  Commission  also  participated  in  “Creating  Tomorrow,  A 
Vision  of  Alberta’s  Agriculture  and  Food  Industry.”  A series  of  regional  forums  were  held 
to  get  public  response  and  input  to  the  draft  document.  Although  initiated  by  the  Alberta 
Government,  Creating  Tomorrow  is  an  agri-industry  document  which  recognizes  the 
changes  and  challenges  anticipated  for  the  future  and  provides  a framework  whereby  these 
challenges  can  be  addressed. 

The  Canola  Council  of  Canada  supports  canola  utilization  research  and  most  of  the  varietal 
development  research  done  in  Western  Canada.  In  Alberta,  the  Alberta  Canola  Producers 
Commission  supports  some  varietal  development  work  and  agronomic  research  relating  to 
soil  fertility,  disease  control,  weed  control,  cultural  practices  and  harvesting.  About  25  per 
cent  of  the  research  budget  is  spent  on  varietal  work,  primarily  at  the  University  of  Alberta, 
and  75  per  cent  is  used  supporting  agronomic  research  and  demonstrations. 

The  summer  Canada-Japan  Preconsultations  were  held  in  Red  Deer  on  August  17,  1992. 
Japan  imports  98  per  cent  of  their  canola  supply  from  Canada;  an  average  of  1.9  million 
metric  tonnes  per  year.  Last  year’s  exports  to  Japan  were  worth  $315  million. 

The  16th  annual  Canada-Japan  Canola  Consultations  were  held  in  Tokyo  on  December  2, 
1992.  Foremost  in  the  minds  of  the  Japanese  delegation  was  assuring  themselves  of  an 
adequate,  good  quality  supply  of  canola.  The  main  objective  of  this  mission  was  to  reassure 
our  Japanese  customers  that  we  could  remain  a reliable  supplier  of  quality  canola  to  meet 
their  demands. 

Canola  producers  continue  to  be  challenged  by  Virulent  Blackleg,  the  most  devastating 
disease  of  canola.  Yield  losses  of  50  to  60  per  cent  are  not  uncommon  in  many  instances 
in  Saskatchewan.  In  Alberta,  however,  we  have  not  yet  reached  that  stage.  Yearly  surveys 
conducted  by  municipal  field  staff  in  cooperation  with  Alberta  Agriculture  and  the  Alberta 
Environmental  Centre  revealed  that  the  disease,  first  located  near  Vermilion  in  1983,  is 
gradually  spreading  southwest.  Of  417  canola  fields  surveyed  in  the  county  of  Flagstaff,  208 
were  found  infested,  but  heavy  yield  losses  were  confirmed  in  only  a few  fields  where  canola 


Alberta  Canola  Producers  Commission 


Alberta  Farm  Cash  Receipts  - Canola 

$500  r 
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Source:  Statistics  Canada  Farm  Cash  Receipts  Catalogue  No:  22-001 


was  seeded  on  canola  stubble  (1991).  A total  of 
57  municipal  districts  were  surveyed;  Blackleg 
was  found  in  thirteen  of  them. 

Canola  is  the  most  under-utilized  ingredient 
for  on-farm  mixed  rations  in  Western  Canada. 
At  55  per  cent  of  the  cost  of  soya,  it  is  also  the 
best  buy  in  the  market  today.  In  a previous  issue 
of  the  “Western  Hog  Journal,"  a swine  special- 
ist from  Manitoba  Agriculture  showed  canola 
would  save  $8  and  $ 1 2 per  tonne  versus  soya  in 
both  finisher  and  grower  diets.  Commercial 
feedmills  manufacturing  complete  feed  nearly 
all  use  canola  at  a maximum  level  to  maintain 
equal  performance  to  soya  but  also  to  improve 
processing  margins  by  taking  advantage  of  the 
cost-saving  potential. 


Alberta  Soft  Wheat 
Producers  Commission 


The  Alberta  Soft  Wheat  Producers  Commission  represents  2,200  soft  wheat  producers 
in  Alberta.  The  Commission  is  composed  of  five  districts  in  Alberta.  Each  has  a local 
board  comprised  of  a chairman,  vice-chairman,  secretary  /treasurer  and  directors. 
The  five  districts  each  elect  two  directors  to  the  Commission  Board.  A Commission 
president  and  vice-president  at  large  were  elected  for  a two-year  term  at  the  Commission’s 
annual  meeting  on  February  24,  1993.  John  Nikkei  of  Coaldale  was  elected  president  and 
Jorg  Klempnauer  of  Grassy  Lake,  vice-president.  The  Alberta  Soft  Wheat  Producers 
Commission  has  three  mandate  areas:  research,  production  and  marketing. 

Soft  wheat  continues  to  be  a viable  crop  option  on  irrigated  land  and  is  the  best  option 
financially  under  GRIP  for  the  production  of  an  irrigated  cereal  crop.  In  the  1992-1993  crop 
year,  266,000  acres  of  soft  wheat  were  produced,  up  1 2 per  cent  in  acreage  from  the  previous 
year.  A production  potential  in  excess  of  500,000  tonnes  was  reduced  to  less  than  400,000 
tonnes,  first  by  hail  storms  and  then  by  an  August  22  snow  storm  which  flattened 
unharvested  crops.  As  much  as  50  per  cent  of  the  1992  production  was  downgraded  to  feed 
grade  by  this  storm. 


Alberta  Soft  Wheat  Producers  Commission 


Alberta  Soft  Wheat 
Producers  Commission 
Revenues  and  Expenses 

1991  - 1992 

Total  Revenue 
$103,092  $169,673 

Total  Expenses 
$ 57,064  $155,848 

Net  Revenue 
$46,028  $ 13,825 


Source:  Alberta  Soft  Wheat  Producers 
Commission  Annual  Report 


The  Commission  is  funded  from  a 40  cent  per  tonne  levy  on  soft  wheat  sold  in  Alberta.  The 
Commission  will  refund  to  soft  wheat  producers  their  levies  upon  request.  Total  refund 
receipts  for  the  1991  - 1992  crop  year  were  1.7  per  cent,  down  from  the  previous  year  of 
3.2  .per  cent.  This  indicates  of  high  level  of  support  by  producers  for  the  Commission. 
Because  of  the  large  volume  of  soft  wheat  downgraded  to  feed  grade  in  1992,  a large  portion 
of  the  levies  on  this  production  will  be  lost  due  to  “slippage.” 

A major  financial  commitment  was  made  to  the  Soft  Wheat  Breeding  Program  at  Agriculture 
Canada,  Lethbridge,  Alberta.  Cash  and  ‘in  kind’  contributions  of  $51,000  were  directed  to 
this  breeding  program  and  were  leveraged  for  producers  through  the  Alberta  Agricultural 
Research  Institute’s  matching  grants  program.  This  breeding  program,  which  is  the  only  soft 
white  spring  program  in  Canada,  is  essential  to  produce  new  varieties  maximizing  returns 
to  producers  and  the  industry. 

The  Commission  has  completed  the  first  year  of  agronomic  testing  for  the  new  cultivar  AC 
Reed.  This  was  accomplished  with  funding  and  assistance  from  a Farming  For  The  Future 
On-Farm  Demonstration.  AC  Reed  has  increased  yield,  stripe  rust  resistance,  earlier 
maturity,  better  lodging  resistance,  better  shattering  resistance  and  higher  test  weight.  It  is 
important  to  have  a complete  agronomic  package  available  in  1994  when  AC  Reed  goes  into 
commercial  production. 


Product  information  from  the  On-Farm  Demonstration  project  was  presented  to  almost  200 
soft  wheat  producers  at  annual  district  meetings  held  in  January  1993.  The  three  test  sites 
were  visited  by  more  than  70  people  during  summer  field  tours.  Agronomic  data  from  this 
project  was  presented  to  80  delegates  and  50  industry  people  at  the  Commission’s  annual 
meeting  and  was  reproduced  in  400  annual  reports.  The  same  information  was  included  in 
the  Commission’s  March  newsletter,  the  Soft  Wheat  Review  distributed  to  2,500  soft  wheat 
producers  and  industry  personnel.  All  five  districts  had  very  successful  field  tours  in  1992. 


A Guaranteed  Delivery  Contract  was  negotiated  with  the  Canadian  Wheat  Board  allowing 

soft  wheat  producers  to  deliver  three  tonnes  per 
acre,  virtually  all  of  their  current  production. 
Negotiations  with  the  Canadian  Wheat  Board 
have  resulted  in  a better  price  for  soft  wheat  and 
increases  to  the  initial  price  throughout  the  crop 
year.  At  annual  meetings  with  western  millers, 
the  Commission  was  able  to  negotiate  freight  and 
quality  incentive  contracts  to  maximize  returns  to 
producers  for  premium  soft  wheat.  With  the 
commercial  production  of  the  new  cultivar  AC 
Reed  in  1994,  many  new  premium  markets  could 
be  accessible. 


The  Alberta  Soft  Wheat  Commission  continues  to 
be  involved  in  presentations  on  behalf  of  produc- 
ers of  soft  wheat  on  irrigation.  Presentations  to 
second  and  third  line  of  defense  programs 


Alberta  Soft  Wheat  Producers  Commission 


addressing  production  as  a factor  is  very  important  to  maintain  viability  in  the  industry.  With 
the  imminent  changes  occurring  in  the  industry,  it  will  be  increasingly  important  to  make 
presentations  on  behalf  of  soft  wheat. 

The  Commission  has  completed  its  first  two  years  of  operation  successfully.  The  Commis- 
sion is  looking  forward  with  anticipation  to  the  exciting  changes  occurring  in  the  soft  wheat 
industry.  The  Commission  will  attempt  to  maximize  returns  to  producers  by  the  transfer  of 
information  and  effective  presentations  on  behalf  of  irrigated  production  of  soft  wheat  in 
Alberta. 


Alberta  Winter  Wheat 
Producers  Commission 


The  Alberta  Winter  Wheat  Producers  Commission  (AWWPC)  began  its  operation  on 
August  1,  1990  under  the  provisions  of  the  Marketing  of  Agricultural  Products  Act. 
The  AWWPC  is  empowered  to  collect  a $.75  per  tonne,  refundable  levy  on  all  Winter 
Wheat  produced  and  sold  within  the  province  of  Alberta.  The  levy  deductions  are  made 
automatically  at  the  time  of  sale  through  a network  of  licensed  dealers.  Producers  can  receive 
refunds  by  applying  to  the  Commission  office.  Refund  requests  have  not  been  significant; 
below  1 per  cent  of  the  levy  received. 


Alberta  Winter  Wheat 
Producers  Commission 

Revenues  and  Expenses 
1991  - 1992  j 

Total  Revenue 
$ 80,575  $ 37,987 

Total  Expenses 
$ 44,073  $ 52,732 

Net  Revenue 
$ 36,502  ($  14,745) 


Source:  Alberta  Winter  Wheat 
Producers  Commission  Annual  Report 


Winter  Wheat  producers  are  represented  on  the  Commission  by  producer-directors  respon- 
sible for  selected  provincial  regions.  The  province  has  been  divided  into  six  regions. 
Regions  1 - 5 are  represented  by  one  director  each.  Region  6,  which  is  essentially  the  area 
of  the  province  north  of  Calgary,  is  represented  by  two  directors  who  do  not  carry  on 
production  within  the  region’s  boundaries.  The  Board  has  organized  four  committees: 
Market  Development,  Member  Relations,  Research  and  Conservation,  and  Finance.  The 
Board  has  appointed  eight  ex-officio  members. 

The  AWWPC  established  a business  office  as  of  July,  1990.  An  employee  was  hired  on  a 
part-time  basis.  This  was  felt  to  be  the  most  cost  effective.  The  AWWPC  had  a computer 
program  developed  which  deals  with  the  levies  and  has  had  this  program  running 

successfully  for  two  years. 

Winter  Wheat  acreage  fell  to  approximately  63,000  acres  in  1992.  The  Alberta  Winter 
Wheat  Producers  Commission  has  been  working  very  hard  to  promote  an  increase  in  acreage 
via  a video,  the  media  and  the  “Germinator.” 


Alberta  Winter  Wheat  Producers  Commission 


The  Commission  has  continued  to  support  Dr.  Julian  Thomas’  plant  breeding  program  at  the 
Lethbridge  Research  Station.  Recently  a new  variety,  Readymade,  was  released  which  out 
yields  Norstar.  Funding  was  also  given  for  Dr.  Rick  Butt’s  pest  control  program  as  well  as 
Bob  Blackshaw’s  weed  control  program.  The  Commission  research  allocation  amounted  to 
approximately  $ 1 1 ,000,  most  of  which  was  matched  by  the  Alberta  Agricultural  Research 
Institute  and  Farming  For  The  Future. 

On  November  17,  1992  the  AWWPC  held  a successful  second  annual  meeting.  A director 
for  Region  3 was  re-elected  , a Region  4 director  was  appointed  later.  Climatologist,  Cliff 
Harris  gave  the  producers  much  to  contemplate  and  Ted  Allen,  President  of  UGG  provided 
information  on  federal  proposals  for  regulatory  review. 

The  resolutions  passed  at  the  first  annual  meeting  were  dealt  with  promptly  and  with  some 
positive  results.  The  initial  price  of  Winter  Wheat  was  increased  in  August,  1992.  Two  new 
resolutions  will  be  acted  upon  quickly  in  the  coming  year.  Resolution  #1  dealt  with  the 
variables  affecting  the  seeding  of  Winter  Wheat.  It  was  resolved  that  the  seeding  deadline 
be  extended  to  December  10.  Resolution  #2  dealt  with  Section  1 8 (2)  (c)  of  the  Alberta  Winter 
Wheat  Producers  Commission  Marketing  Plan  Regulation  which  states  that  a regional 
meeting  shall  be  held  not  more  than  120  nor  less  than  30  days  prior  to  the  commencement 
of  the  Commission's  annual  meeting,  but  the  timing  was  neither  practical  nor  beneficial. 
However,  reasonable  attendance  could  be  expected  from  January  to  April  so  the  Section  was 
revised  to  read,  “to  be  held  within  six  months  following  the  Annual  Commission  meeting.” 


Membership  extension  activities  have  involved  the  publication  of  the  AWWPC  newsletter, 
“Germinator,”  which  is  published  four  times  a year.  The  AWWPC  has  had  positive  feedback 
from  its  readers. 


Alberta  Agriculture’s  Information  Services  Branch  has 
produced  a video,  “Winter  Wheat,”  in  cooperation  with  the 
AWWPC.  As  the  title  suggests,  it  is  a video  promoting 
Winter  Wheat  as  a viable  crop.  This  video  was  available  as 
of  December,  1992  and  can  be  obtained  either  from  Alberta 
Agriculture  Libraries  or  the  office  of  the  AWWPC. 

All  of  the  AWWPC  Directors  participated  in  seminars, 
meetings  and  industry  discussions  during  the  past  year. 
Meetings  concerning  safety  net,  crop  insurance,  soil  and 
water  conservation  programs.  Western  Grains  Research 
Foundation  funding,  and  Southern  Alberta  Applied  Re- 
search Association  planning,  to  name  a few,  were  attended 
by  at  least  one  director  from  the  Commission. 


Potato  Growers  of  Alberta 


New  approaches  were  needed  this  past  crop  year  in  order  to  do  business  in  a worsening 
economy.  Acreage  reduction  came  at  the  expense  of  the  process  sector,  dropping  to  9,700 
acres,  down  2,600  from  1991-92.  The  seed  sector  also  responded  to  weak  market 
conditions  with  a 200-acre  cutback.  However,  the  fresh  market  growers  who  apparently 
suffered  the  most  from  the  poor  market  situation  in  the  previous  year,  increased  their  acreage 
by  400  acres.  Overall,  the  1992 -93  planted  acreage  in  Alberta  dropped  by  10  per  cent  to  22,300, 
the  lowest  level  in  eight  years. 

The  action  taken  to  this  industry-wide  problem  was  to  develop  an  adaptive  support  program, 
FS  AM  (Farm  Support  Adjustment  Measures)  series  (I  and  II).  The  program  brought  real  dollars 
to  the  Alberta  horticultural  industry  in  general  (approximately  $3.2  million)  and  to  potato 
growers  specifically.  The  project  lasted  from  October  1991  to  March  1992.  The  results  of  that 
effort  were  cash  payments  which  growers  received  in  early  April  and  June  1992.  There  remains 
a program  development  fund  for  the  horticultural  community  in  Alberta  which  is  in  excess  of 
$500,000.  Marketing  opportunities  need  to  be  identified  in  order  to  target  expenditures  in  this 
area.  The  focus  on  safety  nets  meant  renewed  effort  to  provide  adaptive  programs  (such  as  NIS  A) 
for  horticultural  crops  with  a view  to  improving  long  term  sustainability.  The  success  of  the 
safety  net  program  is  measurable  in  real  terms  this  year  with  the  FSAM  I and  II  initiatives. 

The  Potato  Growers  of  Alberta  (PGA)  held  a plebiscite  in  April  to  determine  the  future  course 
of  the  work  of  this  organization.  This  vote  was  called  for  in  accordance  with  the  sunset  clause 
in  the  legislation.  The  growers  endorsed  the  continuance  of  the  Potato  Growers  of  Alberta  under 
its  existing  mandate  with  83  growers  supporting  the  motion  and  20  dissenting. 

Once  again  we  administered  the  Advance  Payments  for  Crops  programs.  We  initiated  a new 
tracking  system  to  provide  growers  with  timely  details  of  their  accounts.  Alberta  potato  growers 
borrowed  over  $2,000,000  and  at  the  year  end,  less  than  five  per  cent  remained  outstanding. 
Given  the  marketing  year,  this  is  considered  to  be  quite  reasonable. 

An  Alberta  potato  research  program  is  actively  supported  by  producer  funding.  The  research 
is  directed  at  the  farming  problems  involved  in  growing  potatoes  on  the  prairies.  Producers  also 
supported  republishing  an  updated  potato  guide.  Extensive  cooperation  between  growers,  Potato 

Growers  of  Alberta  staff,  packers  and  processors 
was  required  to  fight  an  outbreak  of  Late  Blight 
which  threatened  the  crop. 


The  concept  of  bin  run  has  become  a reality  for 
both  growers  and  packers  wishing  to  use  this 
method  of  delivery  at  the  plant.  Bin  run  is 
defined  as  "the  entire  load  of  potatoes,  less  all 
foreign  material,  delivered  by  a producer  to  a 
buyer."  It  is  on  this  basis  that  a price  is  deter- 
mined with  a cullage  factor  no  greater  than 
35  per  cent  of  the  load.  Bin  run  will  need 
some  further  refinement  through  the  existing 


Potato  Growers  of  Alberta 


Potato  Growers 
of  Alberta 

Revenues  and  Expenses 
1991  - 1992 

Total  Revenue 
$559,520  $448,098 

Total  Expenses 
$433,289  $480,194 


provincial  regulations  to  ensure  that  it  does  become  a delivery  method  that  can  be  supported 
by  an  audit  trail  and  is  one  that  benefits  all  stakeholders. 

Crop  insurance  remains  an  issue  in  this  province.  In  March,  1992  the  National  Horticultural 
Council  (NHC)  decided  to  review  the  current  status  of  federal-provincial  crop  insurance 
programs  specific  to  horticultural  concerns.  A subcommittee  developed  recommendations  for 
the  NHC  for  discussion  and  further  work.  We  submitted  a short-list  of  concerns  as  outlined  at 
the  1991  annual  meeting.  Since  crop  insurance  is  a program  of  shared  responsibility  between 
the  federal  and  provincial  governments,  leadership  is  required  to  ensure  that  our  concerns 
continue  to  be  heard  and  action  taken  as  required. 


Net  Revenue 
$126,231  ($32,09 


Source:  Potato  Growers  of  Alberta 
Annual  Report 


The  summer  of  1992  was  definitely  one  to  remember  or  forget.  Following  two  years  of  very  dry 
conditions  in  northern  Alberta,  varied  and  extreme  weather  conditions  took  their  toll  on  the 
Alberta  potato  crop.  The  cool  and  wet  conditions  in  southern  Alberta  were  at  first  very  helpful, 
resulting  in  a heavy  set  and  vigorous  vine  growth.  However,  the  cool  wet  weather  also  increased 
the  incidence  of  many  diseases  such  at  Blackleg,  Rhizoctonia,  Early  Blight  and  Late  Blight  and 
of  tuber  defects  such  as  hollowheart  and  growth  knobs.  Yields  and  crop  quality  are  varied  this 
year  with  reports  from  excellent  to  poor,  depending  on  the  area  and  variety. 


Dry  growing  conditions  in  northern  Alberta  for  the  second 
year  in  a row  reduced  yields  significantly  to  the  7 - 10  ton/ac 
range.  The  early  killing  frost  in  August  virtually  eliminated 
any  possibility  of  late  season  sizing  of  what  little  crop  there  was 
and  as  a result  small  potatoes  were  abundant  in  the  north. 
However,  there  was  far  less  scab  than  last  year  and  timely  pre- 
harvest rains  softened  the  soil  so  bruising  was  minimal. 

The  Tablestock  Industry  Task  Group  was  formed  to  look  at  the 
problems  plaguing  the  fresh  market  sector  of  the  industry.  The 
following  concerns  came  from  meetings  held  early  in  1992. 
These  included  the  communication  between  the  office  and  the 
wholesale  end;  the  definitions  that  were  used  in  the  regula- 
tions; and  the  movement  of  surplus  potatoes  into  the  fresh 
system.  The  Board  of  Directors  and  legal  counsel  are  working 
on  the  first  two  concerns  but  the  third  point  is  difficult  to 
control  given  the  plan  and  regulation  that  the  board  has  to 
work  with.  Further  direction  must  come  from  participants  at 
the  annual  meeting. 


Alberta  Pulse  Growers 
Commission 


Alberta  Pulse  Growers 
Commission 

Revenues  and  Expenses 
1991  - 1992 

Total  Revenue 
$180,472  $203,661 

Total  Expenses 
$130,607  $167,116 

Net  Revenue 
$ 49,865  $ 36,545 

Source:  Alberta  Pulse  Growers 
Commission  Annual  Report  j 


The  Alberta  Pulse  Growers  Commission  Plan  was  implemented  August  1,  1989  and  to 
date  serves  pulse  growers  in  Alberta  by  sponsoring  and  directing  agronomic  research 
and  varietal  testing,  promotion  of  product  and  marketing  and  by  technology  transfer 
of  pulse  production  techniques.  Activities  of  the  Commission  are  supported  by  a 
voluntary  levy  from  producers'  sales  of  product.  The  support  level  to  Commission  revenues 
continues  to  exceed  97  per  cent  of  levies  collected. 

Pulse  crop  research  programs  throughout  the  province  receive  support  and  direction  from 
the  Alberta  Pulse  Growers  Commission.  Projects  in  all  Commission  zones  cover  a wide 
range  of  agronomic  and  varietal  testing  activities.  The  Commission  acknowledges  the 
support  received  in  carrying  out  these  projects  from  Alberta  Agriculture  staff  in  all  zones. 
The  Commission  also  contributed  funding  to  an  Alberta  pathology  research  program  and  to 
an  Alberta  dry  bean  breeding  program  during  this  past  year. 

Members  identified  areas  of  activity  that  were  considered  important.  Specifically,  work 
continued  at  Agriculture  Canada,  Lethbridge  on  upright  bean  varieties  which  allow  easier 
harvest  and  lower  disease  incidence.  Researchers  in  Lethbridge  and  Vegreville  are 
cooperating  on  testing  various  herbicide  options  and  target  weeds.  The  varietal  testing 
program  is  identifying  varieties  which  are  more  productive  and  more  easily  harvestable. 
European  varieties  are  being  assessed,  but  there  are  now  at  least  three  Canadian  programs 
of  pea  breeding  aimed  at  Alberta  producers  when  only  two  years  ago  there  were  none.  Work 
on  Fusarium  and  Pythium  Root  Rot  being  done  at  the  Vegreville  Environmental  Centre  is 
very  critical  to  maintaining  yields  in  continuous  cropping  and  the  Commission  has  matched 
funding  from  Farming  For  The  Future  for  this  work.  The  results  of  agriculture  research 
returns  a 10  to  20  times  return  factor  on  the  money  invested.  The  object  of  research  is  to 
develop  the  industry  more  quickly  in  the  most  cost-effective  manner. 


Product  promotion  and  marketing  remains  an  exciting  challenge  for  the  Commission. 
Alberta  consumers  and  livestock  feeders  are  becoming  more  aware  of  Alberta  pulse  grain 
uses  and  are  continuing  to  seek  more  product  and  ideas  for  usage.  The  Commission  co- 
sponsored a "Pulses  Month"  with  Alberta  Agriculture’s  Home  Economics  Branch  staff 
during  January  1993.  Promotional  literature  and  recipe  pamphlets  were  used  during  the 
campaign  to  create  product  awareness.  Recognition  of  this  valued  effort  has  been  demon- 
strated by  the  distribution  of  12,000  recipe  pamphlets  to  various  Alberta  institutions  and  to 
many  homemakers.  Institutions  such  as  cancer  institutes,  hospital  cardiac  units  and  health 
units  have  requested  supplies. 


The  Pulse  Crop  News,  published  quarterly  for  Commission  members  and  industry,  remains 
as  a priority  for  technology  transfer.  The  magazine  provides  up-to-date  production  news, 
research  and  market  news  and  provides  an  avenue  for  publishing  and  circulating  zone  news 
and  activities.  The  magazine  currently  has  a circulation  of  approximately  3,000. 


During  the  past  year,  the  Canadian  Grain  Commission  proposed  changes  to  the 
Act  governing  the  licensing  and  bonding  of  grain  companies  that  deal  in  special  crops.  It 
became  apparent  that  these  changes  were  not  for  the  betterment  of  our  industry.  The 
Commission’s  position  is  that  all  dealers  should  be  licensed  and  bonded  unless  cash  for  the 
product  is  paid  upon  delivery. 


Alberta  Pulse  Growers  Commission 


The  Alberta  Pulse  Growers  Commission  continued  to  support  and  lobby  for  Alberta  growers 
outside  provincial  boundaries.  During  this  past  year,  the  Commission  worked  in  harmony 
with  the  Canadian  Special  Crops  Association,  the  Western  Canada  Pulse  Growers  Associa- 
tion, and  the  three  prairie  provincial  governments  to  successfully  defend  a U.S.  International 
Trade  Commission  Investigation  dispute.  The  investigation  was  to  examine  the  American 
and  Canadian  pea  and  lentil  industries  in  relation  to  their  competitive  positions  in  supplying 
Third  World  markets.  The  332  trade  dispute,  as  it  came  to  be  known,  was  initiated  by  the 

U.S.  Dry  Pea  and  Lentil  Association  against  western 
Canadian  pea  and  lentil  production  and  marketing. 
We  are  defending  our  crop  and  revenue  insurance 
programs  and  transportation  policies  against  cur- 
rent U.S.  programs  which  we  feel  are  as  subsidized 
as  Canadian  programs.  The  final  report  is  available 
as  of  April  1993. 

The  National  Tripartite  Bean  Stabilization  Program 
underwent  a major  review.  The  survival  of  the 
program  was  in  jeopardy.  The  Commissioners  and 
Zone  One  Directors  who  worked  on  keeping  the 
program  alive  should  be  commended  for  their  ef- 
forts. 


As  of  February  1 , 1993  Alberta  Agriculture  occupies 
a new  building  in  downtown  Lacombe  and  the  Pulse 
Commission  will  be  located  in  this  new  facility. 


Alberta  Sugar  Beet  Growers' 
Marketing  Board 


The  Alberta  Sugar  Beet  Growers’  Marketing  Board  represents  approximately  550 
producers  growing  on  33,000  acres  in  southern  Alberta.  The  purpose  of  the  Board  is 
to  allot  and  regulate  production  quotas,  to  negotiate  payments  with  the  Alberta  Sugar 
Company  and  to  improve  and  increase  the  production  and  marketing  of  sugar  beets. 

Sugar  beet  producers  are  represented  on  the  Board  by  a president  elected  at  large,  and  seven 
directors  elected  from  each  local  area  of  Lethbridge  Northern,  Coaldale,  Tempest,  Taber 
West,  Taber  East,  Burdett/  Bow  Island  and  Vauxhall.  Our  current  president,  Mr.  Brian 
Anderson,  first  served  as  a director  on  the  Board  in  1987  and  was  elected  president  in  1991. 
Mr.  Anderson  acts  as  representative  to  the  National  Tripartite  Stabilization  Committee, 
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based  in  Ottawa,  and  also  serves  as  First  Vice-President  of  the  Canadian  Sugar  Beet 
Producers’  Association. 

To  conduct  day-to-day  business  most  effectively,  the  Board  is  organized  into  committees  that 
include  Executive,  Negotiations,  Stabilization,  Policy  and  Procedures,  Agriculture,  Factory 
Inspection,  Labour,  and  a representative  to  Unifarm.  Directors  participated  in  many  projects 
throughout  1992,  some  of  which  were:  Agriculture  in  the  Classroom,  Alternate  Dispute 
Resolution  Seminars,  International  Sweetener  Colloquium,  Pesticide  Importation,  Unifarm, 
Irrigation  Workshops,  TransAlta  Utilities  and  providing  input  to  the  Canadian  Agricultural 
Research  Council. 


Production 

(thousand  tonnes) 


600 


550 


500 


0 

88  89  90  91  92 

Source:  Alberta  Sugar  Beet  Growers’ 
Annual  Report 


The  past  year  saw  several  staff  changes  in  the  office.  The  changes  included  the  resignation 
of  Rita  McEwen  after  nine  years  of  service  and  the  hiring  in  December  of  a new  manager, 
Mr.  Bruce  Webster.  Staff  reorganization  was  completed  in  February  1993  with  the  departure, 
due  to  impending  parenthood,  of  Jeannette  Bennett,  and  the  appointment  of  Beverly  Cody  as 
secretary. 

Nineteen  ninety-two  was  a difficult  growing  year  with  a slow  start  due  to  a warm,  dry  winter 
and  spring.  Poor  growing  conditions  in  July,  snow  in  August,  and  a cool  September  caused 
yields  to  be  less  than  expected.  Despite  adverse  weather  conditions,  sugar  beet  yield  was 
476,000  tonnes  harvested  from  31,000  acres,  which  produced  66,000  tonnes  of  sugar.  The 
year  heralded  the  introduction  of  the  concept  of  extractable  sugar  in  grower  payments  from 
the  Alberta  Sugar  Company.  The  aim  of  basing  payments  on  extractable  sugar  and  not  sugar 
content  is  to  benefit  producers  of  high-quality  beets  and  encourage  all  growers  to  improve  beet 
quality. 

Through  a joint  research  program  between  the  Alberta  Sugar  Beet  Growers’  Marketing  Board 
and  the  Alberta  Sugar  Company,  better  agronomic  practices  and  improved  sugar  beet  seed 
varieties  have  been  developed.  As  a result  of  ongoing  seed  testing  through  the  program,  a total 
of  seven  varieties  have  been  approved.  In  addition,  increased  environmental  concerns  have 

resulted  in  research  aimed  at  reducing  soil 
degradation  and  minimizing  fertilizer,  water, 
and  pesticide  requirements. 


One  of  the  major  issues  facing  the  sugar  beet 
industry  in  1992  was  the  need  to  secure  viable 
safety  net  options.  A Special  Measures  Com- 
mittee (SMC)  was  appointed  in  1991  to  work 
with  the  National  Tripartite  Stabilization  Com- 
mittee in  assessing  the  future  viability  of  the 
National  Tripartite  Stabilization  Plan.  The 
final  report  of  the  SMC  was  submitted  to  the 
federal  minister  of  agriculture  on  December 
15,  1992.  Their  recommendations  were: 

1)  That  production  enhancements  be 
pursued  within  the  industry. 
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2)  That  a working  group  on  trade  issues  be  set  up,  with  cooperation  from  the  Department 
of  External  Affairs  and  International  Trade. 

3)  That  an  improved  safety  net  program  be  developed  with  a scope  wide 
enough  to  be  responsive  to  the  needs  of  the  industry. 


The  Board  is  committed  to  working  toward  these  goals  on  behalf  of  sugar  beet 
producers  in  Alberta,  ensuring  the  long  term  viability  and  survival  of  the  industry. 


Alberta  Sugar  Beet 
Growers'  Marketing 
Board 

Revenues  and  Expenses 
1991  - 1992 


Total  Revenue 
$381,01  $291,621 

Total  Expenses 
$276,077  $251,426 

Net  Revenue 
$104,94  $40,195 

Source:  Alberta  Sugar  Beet 
Growers'  Marketing  Board 
Annual  Report 


Alberta  Vegetable  Growers' 
Marketing  Board 


The  problems  associated  with  cool  wet  weather,  the  snowstorm  and  frost  of  August  21,1 992, 
and  the  killing  frosts  of  the  next  few  days  combined  to  make  the  farming  community  feel 
like  their  crops  looked  - flat  on  the  ground. 

Lower  production  levels  from  our  crops  have  resulted  in  lower  revenue  from  growers’  fees  and 
the  processors  were  forced  to  import  product  from  the  United  States  in  order  to  fill  their  own 
market  commitments.  All  the  crops  suffered  from  the  frost.  The  com  crop  has  quite  often  been 
affected  by  frost  and  a portion  of  the  acreage  lost,  but  never  has  75  per  cent  of  the  crop  been 
lost  as  early  as  August  21. 
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The  pea  crop  tonnage  was  somewhat  below  average  this  year.  The  cool,  damp  summer 
compounded  an  aphid  problem  and  over  2,000  acres  of  peas  had  to  be  sprayed.  Nightshade 
berries  were  also  problematic  in  several  fields  and  peas  had  to  be  reworked  at  the  processing 
plant.  Some  problems  were  encountered  at  harvest  because  of  wet  fields  and  225  acres  of  peas 
froze. 

The  com  crop  suffered  from  very  slow  development  due  to  the  cool,  damp  conditions.  All  com 
growers  were  required  to  spray  for  the  European  Com  Borer.  The  August  snow  and  later  frost 
caused  major  damage  - the  snow  bent  and  broke  stalks  and  left  cobs  on  or  near  the  ground  and 
very  difficult  to  harvest.  Several  fields  west  of  Taber  were  completely  written  off  as  they  were 
much  to  immature  to  harvest.  To  meet  demand,  some  fresh  market  com  had  to  be  harvested, 
but  this  still  did  not  fill  processor  pack  requirements. 

The  project  of  monitoring  the  European  Com  Borer  through  a Farming  For  The  Future  Project 
was  successful  and  the  peak  moth  flights  were  pinpointed,  as  well  as  the  spraying  times  for  our 
com  fields. 

Last  summer’ s releases  of  tiny  parasitic  wasps  reduced  European  Com  Borer  damage  by  64  to 
95  per  cent  in  the  three  fields  of  processing  com.  More  importantly,  it  was  shown  that  the 
reduction  in  release  frequency  and  release  points  can  be  achieved  without  loss  of  control 
efficiency,  thereby  reducing  the  cost  of  release.  The  number  of  male  moths  caught  by  the  sex- 
pheromone  traps  was  directly  related  to  the  number  of  plants  with  worms  in  the  field.  Also  the 
synchronization  of  the  release  of  wasps  with  the  peak  catch  of  moths  in  the  pheromone  traps 
produced  the  best  result.  Thus  the  use  of  pheromone  traps  is  important  in  determining  the 
necessity  and  timing  of  the  control  measure.  Next  summer  we  hope  to  confirm  these  finding 
in  whole  field  releases  and  to  compare  this  biological  control  method  with  chemical  control. 

Board  received  funds  through  the  Farm  Support 
Adjustment  Measures  (FSAM)  Developmen- 
tal Project  to  coat  supersweet  corn  seed  to  try  to 
achieve  a more  uniform  seed  size.  The  proces- 
sor also  contributed  funds  to  the  project  and 
trials  were  conducted  this  past  spring.  Ap- 
proximately 113  acres  of  the  coated  seed  were 
seeded  in  four  different  fields. 


The  coated  seed  was  not  as  evenly  sized  as 
expected  and  the  coating  seemed  to  crack  quite 
easily  in  the  plate  planters;  therefore,  there 
seemed  to  be  no  improvement  in  seed  place- 
ment. In  the  plateless  planters,  however,  seed 
placement  did  appear  to  be  better.  There  was 
no  noticeable  difference  in  germination,  emer- 
gence or  plant  population  using  either  the  plate 
or  plateless  planters,  or  between  coated  and 
uncoated  seed. 


The  Alberta  Vegetable  Growers’  Marketing 


Alberta  Vegetable  Growers'  Marketing  Board 
Crop  Statistics 
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Alberta  Vegetable 
Growers'  Marketing 
Board 

Revenues  and  Expenses 
1991  - 1992 

Total  Revenue 
$ 67,684  $49,551 

Total  Expenses 
$71,620  $61,409 

Net  Revenue 
($  3,936)  ($  11,858) 

Source:  Alberta  Vegetable  Growers' 
Marketing  Board  Annual  Report 


It  is  fair  to  say  that  1992  was  a very  difficult  year  from  a weather  point  of  view.  And, 
negotiations  with  the  processor  seem  to  get  tougher  every  year.  Last  year  we  were  forced  to 
accept  substantial  decreases  in  prices.  However,  during  1992  there  were  some  successes  in 
research,  notably  in  the  control  of  the  European  Com  Borer.  Hopefully,  1993  will  bring  both 
better  weather  and  prices  as  well  as  continued  success  in  research. 


Alberta  Fresh  Vegetable 
Marketing  Board 


The  fresh  vegetable  sector  is  one,  if  not  the 
only,  area  of  agricultural  production  in  Al- 
berta where  there  is  substantial  room  for 
increased  sales  in  the  ‘within  Alberta’  mar- 
ket. Addressing  that  potential  offers  opportunity 
for  substantial  levels  of  increased  rural  employ- 
ment. 

Although  many  may  dream  of  a white  Christmas, 
few  expected  nine  inches  of  snow  in  southern 
Alberta  on  August  22, 1992.  In  what  appeared  to 
be  an  endeavour  to  add  further  insult  to  heavy 
crop  damage.  Mother  Nature  provided  tempera- 
tures of  -5°C  on  August  25,  September  7 and 
September  12.  The  effects  on  vegetable  crops 
could  properly  be  described  as  disastrous. 

The  Board  of  Directors  met  with  Minister  of 
Agriculture,  Ernie  Isley,  on  October  29  to  address 
the  four  areas  of  concern  which  dominate  the 
industry. 


Alberta  Fresh  Vegetable  Marketing  Board 


To  urge  a compensatory  program  for  growers  who  suffered  heavy  losses  from  the 
exceptional  weather.  Statistics  presented  from  a survey,  demonstrated  estimated 
losses  of  $2,248,990  in  21  crops,  only  two  being  insurable. 

To  urge  introduction  of  suitable  defence  programs  for  fresh  vegetables.  The  industry 
does  not  seek  annual  financial  support,  however,  lack  of  defence  programs  effectively 
disenfranchise  vegetable  growers  in  contradiction  to  calls  by  government  for  agricul- 
tural diversification. 

To  address  removal  of  government  impediments  to  growth.  These  include,  for 
example,  endeavours  to  impose  commercial  rates  of  municipal  taxation  on  farm 
buildings  in  which  growers  wash,  grade,  pack  and  store  their  agricultural  production 
for  market.  It  is  the  view  of  the  Board  of  Directors,  that  if  accepted  by  our  sector  of 
agriculture,  this  could  form  the  base  for  similar  taxation  to  be  imposed  on  many  other 
sectors  including  crops  and  livestock. 

To  develop  programs  which  could  accelerate  the  rate  of  growth  of  the  industry  in 

Alberta. 

Results  are  awaited. 

It  is  interesting  to  recall  that  in  last  year’s  Marketing  Council  Annual  Report,  the  Board 
commented: 

" New  crops  are  by  definition  new  and,  in  consequence,  do  not  qualify  for 
the  support  mechanisms  and  programs  which  exist  for  traditional  crops. 

This  leaves  those  with  the  necessary  courage  to  diversify  entirely  exposed 
to  the  vagaries  of  both  weather  and  marketplace." 

A year  has  elapsed.  Calls  for  diversification  continue  both  by  governments  and  conferences 

including  the  highly  successful  “Creating  Tomor- 
row,” but  the  problem  remains  unresolved.  The  Board 
has  enthusiasm  to  support  and  be  involved  in  the 
continuation  of  the  process  commenced  by  the  “Cre- 
ating Tomorrow”  concept. 


Addressing  the  future  led  to  the  first  trial  export  of 
Alberta  fresh  vegetables  to  Japan,  enabled  by  an 
Alberta  Agriculture  initiative.  The  Board  organized  a 
highly  successful  growers'  tour  to  study  vegetable 
production,  marketing  and  research  in  Holland,  France 
and  England;  this  has  already  led  to  the  transfer  of 
technology.  More  recently,  a two-day  growers'  work- 
shop was  held  to  address  future  potential  and  the  role 
which  the  Board  can  play  as  a catalyst.  New  grower 
services  are  being  developed  as  a consequence. 


Alberta  Fresh  Vegetable 
Marketing  Board 
Revenues  and  Expenses 


1991 


1992 


Total  Revenues 
$238,722  $226,549 

Total  Expenses 
$287,464  $243,177 

Net  Revenue 
($  48,742)  ($  16,628) 


Source:  Alberta  Fresh  Vegetable 
Marketing  Board  Annual  Report 
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It  is  perhaps  appropriate  to  report  that  following  the  initiative  of  the  Board  in  proposing  in 
1991,  the  formation  of  a Council  of  Alberta  Horicultural  Industries,  the  nine  organizations 
which  represent  the  industry,  both  edible  and  non-edible  products,  reached  agreement,  and 
the  first  meeting  of  the  Council  was  held  in  February  1993.  Formation  of  the  Council  should 
result  in  greater  recognition  of  the  role  which  horticulture  already  plays  in  the  economy  of 
Alberta,  especially  in  employment,  and  of  the  multi-million  dollar  import  saving  which 
further  development  offers. 


Alberta  Chicken  Producers' 
Marketing  Board 


The  chicken  industry  continues  to  be  a significant  part  of  the  Alberta  farm  economy.  The 
farm  gate  value  of  chicken  marketings  exceeded  $75  million  in  1992  with  close  to  2,000 
people  having  full-time  employment  in  the  industry. 

Alberta  chicken  marketings  held  steady  during  the  Board’s  fiscal  year  ending  August  31, 
1992.  However,  the  stage  was  set  for  a significant  market  upswing  in  1993.  Canadian  storage 

stocks  were  23  per  cent  less  than  a year  earlier  and  the 
competitive  market  situation  was  favourable,  so  a signifi- 
cant Alberta  chicken  production  increase  is  anticipated.  In 
1993,  the  Board  responded  to  increased  marketings  and 
advances  in  genetics  by  shortening  the  production  cycle  by 
one  week.  This  will  result  in  a decrease  in  overhead  costs. 


The  GATT  negotiations  continued  to  be  a concern  for  the 
industry.  The  Board  participated  in  the  ongoing  lobby 
across  Canada  to  encourage  the  Federal  Government  to 
continue  to  support  the  balanced  position  they  advanced  at 
the  beginning  of  the  talks.  One  of  the  highlights  was 
personal  contact  with  MP’s  in  their  offices  by  Board 
members.  This  was  followed  by  participation  in  a rally  of 
30,000  producers  from  across  Canada,  on  Parliament  Hill 
in  support  of  the  Federal  Government  GATT  position. 
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Alberta  Chicken 
Producers'  Marketing 
Board 

Revenues  and  Expenses 

1991  - 1992 

Total  Revenues 
$574,582  $679,774 

Total  Expenses 
$564,892  $885,174 


The  Board  was  particularly  pleased  to  finalize  negotiations  with  approximately  1 30  Hutterite 
colonies  in  Alberta.  It  will  result  in  the  inclusions  of  colonies  in  the  supply  management 
program  for  chicken  in  1993. 

Addition  of  the  Hutterite  colonies  is  facilitated  by  the  Board’ s new  Plan  and  Regulation  that 
was  approved  by  a producer  plebiscite  in  early  1993.  Included  in  the  revised  regulation  is 
provision  for  a monetary  over  marketing  penalty.  The  Board  had  previously  taken 
considerable  funds  from  general  revenue  to  meet  its  obligations  to  the  Canadian  Chicken 
Marketing  Agency  for  marketing  in  excess  of  allocations.  Individual  producers  will  now  pay 
the  Board  for  their  over  marketing.  All  other  provincial  Chicken  Marketing  Boards  have 
had  similar  authority  for  several  years. 


Net  Revenue 
$ 9,690  ($205,400) 

Source:  Alberta  Chicken  Producers' 
Marketing  Board  Annual  Report 


One  other  significant  change,  provided  by  the  new  regulation,  will  allow  producers  to  sell 
their  quota  without  facilities,  without  going  through  a quota  exchange.  This  change  will 
make  the  sale  of  quota  less  restrictive. 
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The  Board  created  an  increased  awareness  and  a posi- 
tive image  for  Alberta  chicken  while,  at  the  same  time, 
increasing  consumption  with  a new  promotion  pro- 
gram. Alberta  chicken  is  now  identified  in  retail  stores 
by  a distinctive  logo.  The  logo  is  also  featured  on  transit 
shelters  and  billboards  in  the  Province.  Seventeen 
radio  stations  carried  advertisements  during  the  year. 
In  addition,  a large  quantity  of  recipe  brochures  and 
promotional  material  were  distributed.  The  campaign 
was  supported  by  focus  group  testing  and  surveys. 

Growers  requested  that  the  Board  reduce  its  surplus,  so 
the  assessment  to  producers  was  not  increased  in  the 
fiscal  year.  The  $300,000  cost  of  the  promotion 
campaign,  along  with  a $98,396  over  marketing  fine, 
were  largely  responsible  for  a $205,400  deficit  of 
revenues  to  expenditures.  The  Board’s  finances  re- 
main in  a strong  position. 
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Alberta  Turkey  Growers 
Marketing  Board 


Alberta  Turkey  Growers 
Marketing  Board 
Revenues  and  Expenses 


The  Alberta  Turkey  Growers  Marketing  Board  has  operated  for  the  past  26  years  to 
ensure  that  turkeys  continue  to  be  marketed  in  an  orderly  fashion  in  Alberta.  The 
development  and  implementation  of  regulations  which  allow  for  the  transfer  of  quota 
without  production  facilities  will  allow  for  the  orderly  exit  of  retiring  producers.  Prior 
to  the  acceptance  of  new  regulations  by  the  growers,  retiring  producers  were  forced  to  sell 
the  farm  as  a going  concern.  This  meant  that  producers  wishing  to  retire  had  to  leave  the 
family  farm. 


1991  - 1992 

Total  Revenue 
$225,119  $321,728 


During  1992  the  Board  worked  closely  with  producer  representatives  in  the  development 
of  new  regulations  to  allow  for  the  transfer  of  quota  without  production  facilities. 


Total  Expenses 
$197,565  $273,843 


Net  Revenue 
$ 27,554  $ 47,885 


The  Board  believes  that  the  transfer  of  quota  without  production  facilities  will  allow  for 
greater  utilization  of  existing  facilities,  which  will  enhance  Alberta’s  competitive  position 
within  the  Canadian  industry.  The  approval  process  is  controlled  very  closely  by  the  Board 
and  must  occur  before  any  quota  can  be  transferred  between  producers. 


Source:  Alberta  Turkey  Growers 
Marketing  Board  Annual  Report 


In  line  with  the  above,  the  Board  has  established  that  new  units  entering  via  the  waiting  list 
will  enter  the  industry  at  100,000  kg.  As  well,  all  transfers  must  involve  a minimum  of 
100,000  kg.  In  either  case,  the  transferor  and  the  transferee  must  obtain  or  retain  at  least 
100,000  kg.  In  the  case  of  a wind-down  for  retirement  purposes,  the  Board  will  allow 
operations  to  produce  at  less  than  the  minimum  amount.  Production  units  operating  at  less 
than  the  minimum  amount,  for  retirement  purposes,  will  not  qualify  for  quota  increases. 


Existing  producers  operating  at  less  than  100,000  kgs.  would  be  brought  up  to  100,000  kg. 
under  the  Amendment  of  Base  Quota  Policy.  In  cooperation  with  the  Marketing  Council, 
the  Board  will,  when  quota  becomes  available,  allocate  units  of  quota  to  farms  operating 
at  less  than  100,000  kg. 


The  Board  has  instituted  a new  policy  when  hearing  reviews  under  Section  36  of  the  Act. 
Basically  the  producer  will  have  to  provide  written  reasons  as  to  why  they  are  requesting 
a review.  There  will  be  mutual  disclosure  of  documentation  relating  to  the  issue  being 
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reviewed.  Producers  are  also  expected  to  appear  in  person. 

The  Board  has  been  involved  in  many  promotional  efforts 
over  the  past  year.  Our  marketing  strategy  has  included 
working  with  all  segments  of  the  industry  to  promote  turkey 
as  a nutritious,  lean  alternative  to  other  meats.  These  include 
in-store  demonstrations,  television  promotion,  displays  and 
exhibitions,  promotional  materials  such  as  posters  and  recipe 
pamphlets,  and  consumer  education  by  responding  to  inquir- 
ies regarding  food  safety,  storage  and  cooking. 

The  Board  continues  to  support  poultry  research  at  the 
University  of  Alberta  through  the  Ben  Brown  Memorial 
Grant.  Two  research  permits,  totaling  812  poults,  were 
issued  to  Lakeside  Research  in  1992.  Lakeside  continues  to 
do  private  research  for  their  corporate  clients.  The  Board  has 
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long  been  a supporter  of  applied  research  aimed 
at  improving  production  efficiency. 

Dr.  Frank  Robinson  received  funding  from  the 
Canadian  Turkey  Marketing  Agency  to  con- 
tinue his  work  in  reproductive  efficiency  in 
poultry.  The  poultry  research  being  under- 
taken by  researchers  at  the  University  of 
Alberta  has  made  the  university  one  of  the  top 
research  facilities  in  North  America. 


Alberta  Egg  Producers  Marketing  Board 


The  Alberta  Egg  Producers  Marketing  Board  marked  its  24th  year  of  operation  during 
1992.  It  was  a year  of  challenges  and  some  notable  successes. 

The  Alberta  Board  is  part  of  a national  system  and,  nationally,  the  Canadian  Egg  Marketing 
Agency  (CEMA)  continued  with  structural  changes  which  deal  with  such  areas  as  industrial 
product  removal,  pricing,  quota  leasing,  and  the  establishment  of  A and  B quota. 
Provincially,  the  Alberta  Agricultural  Products  Marketing  Council  involved  Board  mem- 
bers in  discussions  on  revising  their  policies  regarding  quota  transfer  without  production 
facilities,  industry  advisory  boards  and  resolving  disputes.  Early  in  1993  an  agreement  was 
reached  on  surplus  removal.  Each  province  pays  for  its  own  surplus  removal  up  to  15  per 
cent  of  the  previous  year’s  total  gradings  and  the  balance  comes  out  of  a central  pool. 

In  April  1992,  the  National  Farm  Products  Marketing  Council  established  a review 
committee  to  study  the  national  issues  of  quota  allocation,  pricing,  and  surplus  removal.  The 
committee  was  comprised  of  one  representative  per  province,  selected  from  the  signatories, 
as  well  as  representatives  of  CEMA  and  the  Canadian  Egg  and  Poultry  Processors’ 
Association.  Alberta  was  represented  by  Ken  Smith,  General  Manager  of  the  Alberta 
Agricultural  Products  Marketing  Council.  An  alternate  position  was  held  by  Alberta  Egg 
Producers  Marketing  Board  Director,  Tony  Wooldridge. 
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Alberta  Egg 
Producers  Marketing 
Board 

Revenues  and  Expenses 
1991  - 1992 

Total  Revenue 
$805,919  $795,633 

Total  Expenses 
$736,52  $787,114 

Net  Revenue 
$69,39  $ 8,519 


The  Committee  recommended  a two-price  system  (A  and  B Quota)  for  industrial  product.  It 
was  determined  that  the  volume  of  industrial  product,  to  be  supported  by  the  consumer  levy, 
be  at  a maximum  of  14.8  per  cent  of  table  egg  demands  requiring  8.5  cents  levy.  This  “over- 
run” plus  Table  demand  represents  about  95  per  cent  of  current  national  production  (A  Quota). 
Any  production  above  this  amount  would  return  to  producers  at  the  U.S.A.  based  price  (B 
Quota).  Under  the  plan,  Alberta  was  deemed  to  have  4.04  per  cent  of  its  production  as  B Quota. 

The  Alberta  Egg  Producers  Marketing  Board  accepted  the  plan  with  three  conditions:  first, 
there  be  an  adjustment  for  any  Northwest  Territories  product  imported  into  the  province; 
second,  agreeing  to  the  plan  would  not  have  an  impact  on  our  court  action,  the  Statement  of 
Declaratory  Relief;  and  third,  that  the  plan  be  in  effect  for  one  year  only.  This  plan  was 
eventuality  rejected  by  other  key  players  in  the  industry. 


Source:  Alberta  Egg  Producers 
Marketing  Board  Annual  Report 


Regional  meetings  were  held  in  Airdrie,  Edmonton  and  Lethbridge  prior  to  last  year’s  annual 
meeting  to  present  information  to  producers  on  such  topics  as  Canadian  Egg  Marketing  Agency 
structural  changes,  provincial  pricing,  national  quota  exchange  and  the  General  Agreement 
on  Tariffs  and  Trade. 


The  Alberta  Agricultural  Products  Marketing  Council  assumed  the  responsibility  of  setting  up 
an  Egg  Industry  Advisory  Committee.  Currently  this  committee  consists  of  10  members 
representing  producers,  government,  hatcheries,  the  feed  industry,  graders  and  consumers. 
They  are  required  to  meet  a minimum  of  twice  annually;  one  of  these  meetings  is  held  in 
conjunction  with  a regular  Alberta  Egg  Producers  meeting. 


The  Board  has  established  a closer  working  relationship  with  the  grading  industry  in  Alberta. 
Graders  and  Board  members  have  met  more  often  in  1992  to  discuss  issues  of  mutual  concern 
such  as  pricing  and  industrial  product  removal. 


Following  the  lead  of  the  Canadian  Egg  Marketing  Agency,  we  encouraged  producers  to 
continue  to  make  their  elected  representative  aware  of  the  importance  of  Canada’s  balanced 
position  at  the  General  Agreement  on  Tariffs  and  Trade  negotiations.  In  conjunction  with  the 
Ottawa  rally  organized  by  the  national  supply  management  agencies,  we  cooperated  with  the 
Alberta  dairy,  chicken,  turkey  and  hatching  egg  industries  to 
place  an  advertisement  in  the  Calgary  Herald  and  Edmonton 
Journal.  The  advertisement  made  Albertans  aware  of  our 
industry's  concerns  about  Canada  signing  a General  Agreement 
on  Tariffs  and  Trade  agreement  that  supports  tariffication  of 
supply  management  industries. 

Our  provincial  advertising  and  promotion  program  is  a compre- 
hensive one  including  programs  directed  to  consumers,  the  food 
services  industry,  educators  and  health  professionals.  We  work 
cooperatively  with  the  Canadian  Egg  Marketing  Agency  to  set 
marketing  objectives  and  strategies.  The  Canadian  Egg  Mar- 
keting Agency  creates  and  implements  a national  program  and 
provincially,  we  complement  and  build  on  their  initiatives. 
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The  marketing  objectives  established  by  the  Canadian  Egg  Marketing  Agency  and  agreed 
upon  by  the  provincial  boards  are:  first,  to  increase  consumption;  and  second,  to  build 
positive  attitudes  towards  eggs.  In  order  to  achieve  these  objectives  we  are  following  three 
strategies: 

1 . To  position  eggs  as  the  solution  for  today’s  busy  lifestyle; 

2.  To  promote  and  reinforce  the  benefits  and  nutritional  merits  of  eggs;  and 

3.  To  maximize  relationships  with  retailers,  packers,  food  service  industry,  regulatory 
agencies,  health  professionals,  educators  and  the  media. 


Alberta  Hatching  Egg 
Marketing  Board 


The  hatching  egg  industry  was  faced  with  many  issues  during  1992,  all  of  which  were 
unique  in  their  nature.  The  Hatching  Egg  Board  dealt  with  an  increase  and  a decrease 
in  quota,  a provincial  levy  increase  and  a national  levy  decrease,  several  farm  transfers, 
a cost  of  production  study  (COP),  the  hiring  of  an  inspector  and  the  hosting  of  a 
Canadian  Broiler  Hatching  Egg  Marketing  Agency  meeting  in  Kananaskis.  Other  issues 
included  changes  in  the  quota  transfer  policy,  animal  welfare  issues,  dispute  resolution 
mechanisms  and  Salmonella  programs. 

The  outlook  for  1993  is  extremely  positive.  In  1993  the  Alberta  Chicken  Producers’ 
Marketing  Board  was  allotted  two  million  kilograms  from  the  Canadian  Chicken  Marketing 
Agency  quota  pool.  To  provide  for  this  increase,  hatching  egg  producers  in  Alberta  must 
supply  an  additional  2.4  million  hatching  eggs.  Additionally,  industry  growth  is  projected 
to  be  about  2 per  cent,  or  1 . 1 million  eggs.  Altogether,  a total  increase  of  about  3.5  million 
hatching  eggs  will  be  required  to  supply  the  market  in  1993. 

The  Cost  of  Production  Study  is  well  under  way.  The  COP  Committee  initially  worked  very 
extensively  on  producers'  schedules  to  determine  precise  production,  placement  schedules, 
intervals  and  cycles  for  each  producer.  Once  this  major  project  was  completed,  the  nationally 
accepted  COP  was  translated  into  a format  appropriate  for  the  Alberta  industry.  Towards 
the  end  of  1992,  several  hatching  egg  producers  close  in  size  to  the  median  farm  were 
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Alberta  Hatching  Egg 
Marketing  Board 
Revenues  and  Expenses 

1991  - 1992 

Total  Revenue 
$119,70  $165,981 

Total  Expenses 
$129,52  $153,679 

Net  Revenue 
($  9,813)  $ 12,302 

Source:  Alberta  Agricultural  Products 
Marketing  Council 


surveyed  for  production  costs  by  an  independent  consulting  firm.  The  firm  will  next  apply 
all  collected  data  to  a computer  model.  Once  completed,  the  COP  Committee  will  meet  with 
industry  representatives  to  begin  discussions  and  consultations  regarding  the  COP  results. 

During  1992,  the  Hatching  Egg  Marketing  Board  hired  Mr.  Frank  Walsh  in  the  capacity  of 
inspector.  Each  year  Canadian  Broiler  Hatching  Egg  Marketing  Agency  reconciles  with  the 
provinces  the  amount  owing  on  levies.  This  reconciliation  is  based  on  the  difference  between 
the  levies  received  from  the  provinces  and  the  statistics  gathered  by  Agriculture  Canada 
regarding  the  number  of  eggs  set.  Each  year,  Alberta  has  been  experiencing  an  increasing 
difference  between  the  two  figures  and  as  such  is  required  to  pay  the  National  Agency.  The 
1991  discrepancy  (payable  in  1992)  amounted  to  more  than  one  million  eggs.  One  of  Mr. 
Walsh’s  assignments  is  to  find  the  source  of  the  discrepancy.  He  will  continue  to  acquaint 
himself  with  the  process  of  product  handling  in  order  to  become  familiar  with  producer 
concerns. 

For  the  first  time  in  many  years,  regional  producer  meetings  were  held.  Southern  producers 
met  on  December  14,  1992  in  Calgary  and  northern  producers  met  in  Edmonton  on 
December  15.  Producers  were  updated  on  Board  activities  and  were  able  to  voice  their 
concerns  on  any  issue.  Attendance  at  both  meetings  was  strong.  Producers  agreed  that  the 
meetings  were  productive  and  should  be  held  on  a yearly  basis. 


The  Board  was  recently  informed  by  Marketing  Council  that  it  must  consider  an  update  of 
its  plan  and  regulations  to  conform  with  the  1987  Marketing  of  Agricultural  Products  Act. 
The  Board  plans  to  complete  this  process  in  1993.  A complete  rewriting  of  the  Hatching 
Egg  Plan  and  Regulations  will  be  required.  While  much  of  this  work  can  be  completed  by 
staff  and  the  Board  of  Directors,  legal  counsel  will  be  required  in  the  later  stages.  Producers 
are  encouraged  to  voice  any  concerns  or  changes  felt  necessary  in  the  Plan  and/or  regulations 
at  meetings  which  will  be  held  during  1993. 


Alberta  Sheep  and  Wool 
Commission 


A number  of  Alberta  sheep  industry  issues  from  previous  years  were  resolved  during 
1992.  One  of  the  major  issues  of  the  last  number  of  years  has  been  inadequate  market 
access  for  Alberta  lamb  and  wool.  Although  the  issue  of  market  access  is  much 
improved  over  previous  years,  the  continued  expansion  of  the  Alberta  sheep  flocks  puts 
ongoing  pressure  on  the  marketing  system.  Expansion  also  provides  lamb  and  wool 
marketers  with  new  opportunities  and  economies  of  scale  that  have  longer  term  benefits  to 
producers. 


Alberta  Sheep  and  Wool  Commission 


Alberta  Inventory  - Sheep 
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In  1992  the  Alberta  Government  provided  funding  for  the  Alberta  Sheep  Strategy  Proposal. 
The  funding  support  was  the  result  of  a three-year  lobbying  effort  by  the  Alberta  Sheep  and 
Wool  Commission  to  obtain  a more  adequate  level  of  funding  for  a number  of  industry 
development  projects.  The  majority  of  the  funding  has  been  earmarked  for  lamb  promotion, 
merchandising  and  market  development.  One  of  the  key  elements  in  the  proposal  was  the 
hiring  of  Canada’s  first  full-time  lamb  merchandiser.  Also  under  development  is  a new 
“FRESH  CANADIAN  LAMB”  logo  which  will  be  used  on  all  new  promotional  material. 

Lamb  marketing  is  much  improved  with  a significant  reduction  in  the  glut  situation  at  the 
Canada  West  Foods  Plant  in  Innisfail.  Past  years  have  seen  backups  develop  as  early  as  June 
and  continue  well  into  January.  In  1992,  plant  processing  throughput  increased  by  20  per 
cent  over  the  previous  year  which  was  a significant  factor  in  reducing  the  glut  period.  In 
addition,  in  response  to  increased  demand  in  the  U.S.  market,  Fort  Macleod  Auction  has 
stepped  up  its  exports  of  heavy  type  lambs  into  that  market. 

Wool  marketing  has  seen  a complete  turnaround  in  1992  from  previous  years.  Those  past 
years  saw  not  only  extremely  low  prices  but  also  a very  restricted  situation  in  regard  to  market 
access.  Not  only  were  there  increased  wool  prices  in  1992,  but  new  local  and  American 
buyers  entering  the  Alberta  wool  marketplace.  It  is  anticipated  that  wool  exports  to  the 
United  States  in  1992  will  be  similar  to  the  previous  year  at  approximately  200,000  pounds. 

In  the  National  Lamb  Classification  System,  an  Alberta  committee  composed  of  all  stake- 
holders has  made  recommendations  to  the  Canadian  Sheep  Federation  and  Agriculture 
Canada  which  will  hopefully  expedite  the  implementation  of  the  standards. 


In  addition,  1992  saw  the  first  annual  Canadian  National  Lamb  Carcass  competition 
successfully  carried  out.  One  of  the  positive  developments  from  this  competition  was  that 
it  provided  a test  for  the  classification  procedures.  The  event  proved  that  classification  does 
work  and  can  be  implemented  on  a national  scale. 


Sheep  and  Wool 
Commission 
Revenue  and  Expenses 

1991  - 1992 


It  was  another  banner  year  for  Alberta  sheep  going  to  British  Columbia  Forestry  grazing 
projects.  Numbers  doubled  over  the  previous  year.  This  new  sector  of  the  sheep  industry 
is  having  the  inevitable  growing  pains  but  is  beginning  to  see  long  term  benefits.  An  Alberta 
committee  which  includes  all  stakeholders  will  initiate  the  first  projects  in  Alberta  in  1993. 


Total  Revenue 

$183,305  $182,200 

Total  Expenses 
$192,164  $172,600 

Net  Revenue 
($  8,859)  $ 9,600 

Source:  Alberta  Sheep  and  Wool 
Commission  Annual  Report 


The  Alberta  Sheep  and  Wool  Commission  has  continued  its  policy  in  conjunction  with  the 
Canadian  Sheep  Federation  of  meeting  directly  with  American,  New  Zealand  and  Austral- 
ian sheep  industry  representatives.  This  policy  has  resulted  in  further  cooperative  efforts 
with  the  American  Sheep  Industry  Association  and  also  a possible  area  of  cooperation  with 
the  New  Zealand  Lamb  Company. 

Areas  that  the  Alberta  Sheep  and  Wool  Commission  sees  as  requiring  further  development 
on  the  national  level  include  a policy  on  the  national  checkoff  issue,  a code  of  practice  and 
a decision  on  National  Tripartite  Stabilization  in  the  post  1995  Sheep  NISA  environment. 
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For  the  Alberta  sheep  industry,  1992  was  a year 
of  progress  in  a number  of  areas:  new  promo- 
tion and  merchandising  developments,  forestry 
grazing  and  better  market  access  for  lamb  and 
wool  being  the  most  important. 

With  long-term  emphasis  on  diversification 
and  increased  supplies  of  grains  and  forages 
(some  unmarketable  except  through  sheep) 
ongoing  expansion  of  the  Alberta  sheep  indus- 
try will  continue. 


Alberta  Pork  Producers 
Development  Corporation 
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The  Alberta  Pork  Producers  Development  Corporation  (APPDC)  marketed  2,252,690 
hogs  and  sows  in  1992,  or  9.84  per  cent  more  than  1991.  This  represents  some  $233 
million  in  hog  sales  by  the  APPDC.  The  average  producer  price  in  1992  was 
$1. 237/kg.,  less  than  the  1991  price  by  9.1  per  cent. 

In  February  and  March  the  Corporation  entered  into  a sale  of  pork  carcasses  to  the  Republic 
of  Cuba.  This  was  the  second  sale  to  that  country;  the  first  sale  occurred  in  1991 . The  sale 
was  for  approximately  9,500  hogs,  which  in  total  produced  652,937  kg.  of  pork.  The  total 
profit  returned  to  the  producer  pool  on  the  sale  was  $10,800.00. 

Canada,  the  United  States  and  Mexico  signed  the  North  American  Free  Trade  Agreement 
(NAFTA).  This  agreement  should  be  positive  to  the  pork  industry  as  it  calls  for  the  removal 
of  Mexican  import  licenses  and  the  phasing  out  of  Mexico’s  import  tariffs  in  1994. 

The  APPDC  declared  a patronage  dividend  on  December  31,1 992  to  its  1 992  members.  The 
patronage  dividend  will  consist  of  the  APPDC ’s  100  per  cent  interest  in  Fletcher’s  Fine 
Foods.  The  dividend  will  be  distributed  based  on  the  number  of  hogs  sold  by  its  1992 
members  in  the  period  January  6,  1981  to  November  25,  1985. 
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Alberta  Pork  Producers 
Development 
Corporation 
Revenues  and  Expenses 
1991  - 1992 

Total  Revenue 
$3,819,251  $3,855,446 

Total  Expenses 
$3,595,859  $3,507,071 

Net  Revenue 
$ 223,392  $ 348,375 

Source:  Alberta  Pork  Producers 
Development  Corporation 
Annual  Report 


The  dividend  will  be  paid  in  1993  by  the  distribution  of  the  Corporation’s  Class  A shares 
in  Fletcher’s.  The  share  transfer  has  a second  part  in  which  all  producers  will  be  given  the 
option  to  purchase  Fletcher’s  shares  at  the  same  value  as  those  distributed  by  the  APPDC. 
The  producers  will  be  able  to  purchase  these  shares  in  proportion  to  the  number  of  hogs  sold 
from  November  25,  1985  to  the  present. 

This  plan  was  approved  by  the  Alberta  Securities  Exchange  Commission  in  April,  1993. 

The  Corporation  has  become  a founding  member  in  the  Alberta  Foundation  for  Animal  Care 
(AFAC).  The  objectives  of  AFAC  are  to  foster  an  understanding  of  the  humane  care  and 
responsible  use  of  animals,  primarily  agricultural  animals.  The  Foundation  recognizes  that 
animals  have  roles  that  include  food,  fibre,  research,  work,  recreation  and  companionship. 

In  1992,  the  APPDC  joined  the  Classroom  Agriculture  Program,  or  CAP  as  it  is  commonly 
known.  The  program  is  designed  to  give  the  people  that  are  involved  in  agriculture,  the 
farmers,  a direct  opportunity  to  educate  future  consumers  about  agriculture.  The  program 
also  allows  for  the  correction  of  any  misconceptions  toward  agriculture  that  may  already 
exist. 


The  big  news  in  the  research  field  for  1992  was  the  development  of  the  DNA  probe  for  use 
in  the  identification  of  the  gene  responsible  for  Porcine  Stress  Syndrome  (PSS).  The  four 
western  hog  marketing  agencies  started  discussions  which  could  see  the  development  of  an 
agreement  that  would  allow  the  service  to  be  licensed  for  use  in  Western  Canada  at  a 
reasonable  price.  If  the  PSS  gene  were  to  be  removed  from  the  Alberta  swine  herd, 

production,  transportation,  and  meat  quality  prob- 
lems would  be  greatly  reduced. 


An  appeal  launched  by  Gainers  Inc.  in  1991  was 
heard  before  the  Agricultural  Products  Appeal 
Tribunal.  Gainers  had  appealed,  complaining  that 
it  was  not  receiving  its  historical  percentage  of 
Alberta  market  hogs.  The  Tribunal  ruled  that  the 
APPDC  had  no  duty  to  provide  Gainers  with  a fixed 
percentage  of  the  Alberta  market  hogs.  The  Corpo- 
ration's duty  is  to  make  available  to  Gainers  the 
opportunity  to  purchase  hogs.  The  Tribunal  also 
ruled  that  the  Corporation  review  its  current  selling 
mechanism. 

An  appeal  launched  by  Gainers  Inc.  in  early  1992 
concerning  the  price  of  hogs  was  withdrawn. 
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Enhancing  the  economic  well-being  of  the  Alberta  cattle  producer  is  accomplished 
through  six  committes  with  programs  in  public  affairs,  government  affairs,  technical 
issues,  promotion,  market  development  and  producer  liaison.  The  Alberta  Cattle 
Commission  (ACC)  also  supports  the  activities  of  three  national  organizations  that 
operate  for  the  benefit  of  all  Canadian  cattle  producers.  The  Canadian  Cattlemen’s 
Association  provides  a strong  national  voice  for  producers  to  the  federal  government,  the 
Beef  Information  Centre  develops  national  beef  promotion  and  advertising  programs  and 
the  Canada  Beef  Export  Federation  works  with  the  producers  and  processors  to  develop  beef 
markets  in  the  Pacific  Rim.  Segmentation  studies  show  that  our  consumers  are  interested 
in  a high-quality  Alberta  beef  product.  The  Market  Development  Committee  of  the  ACC 
has  been  investigating  a branded  premium  Alberta  beef  product  line  that  will  meet 
consumers’  demands  for  tender  and  consistent  product. 


Alberta  Inventory  - Cattle 
January  1 

('000  head) 


90  91  92  93 

Source:  Statistics  Canada 
Catalogue  No:  23-006 


The  Alberta  beef  industry  has  evolved  from  being  a supplier  of  beef  to  the  domestic  market 
to  become  a major  exporter  of  cattle  and  beef.  The  largest  market  is  the  American  market 
and  U.S.  cattle  producers  have  become  concerned  about  the  level  of  government  support  to 
our  industry.  The  Alberta  Cattle  Commission  has  endeavoured  to  have  the  National 
Tripartite  Stabilization  Program  (NTSP)  abolished  before  any  new  payments  are  triggered 
under  the  program.  Early  in  1993,  the  western  beef  cattle  industry  was  able  to  succeed  with 
a motion  at  the  Canadian  Cattlemen’s  Association  annual  meeting  advocating  withdrawal 
from  NTSP  by  the  end  of  1993. 

Alberta  exports  75  per  cent  of  its  beef  and  the  ACC  continued  its  aggressive  marketing 
efforts,  developing  new  markets  and  maintaining  current  ones.  Domestically,  we  worked 
in  conjunction  with  suppliers,  targeting  promotions  in  Ontario  and  Quebec.  This  resulted 
in  increased  sales  of  Alberta  beef  in  markets  where  the  U.S.  is  the  major  competitor.  On 
the  export  scene,  the  ACC  continued  its  commitment  to  the  Canada  Beef  Export  Federation 
and  increased  our  funding  to  that  organization  for  1992  - 93. 

It’ s been  an  exciting  year  for  Alberta  beef  cattle  producers.  Not  only  did  we  have  the  benefit 
of  Olympic  gold  medal  winner,  Mark  Tewksbury  in  our  national  advertising  program,  but 
the  Albert  Cattle  Commission  sponsored  Canadian  National  Culinary  Team  won  gold  at 
the  Culinary  Olympics  in  Frankfurt,  Germany  in  October.  The  ACC  sponsorship  of  this 
world  acclaimed  team  gives  our  product  a high  profile  and  ensures  that  Alberta  beef  is  served 
in  many  of  the  biggest  and  best  hotels. 


This  year,  the  Alberta  Cattle  Commission’s  Public  Affairs  Committee  developed  an 
aggressive  program  to  counter  negative  and  inaccurate  reports  about  our  industry.  The  ACC 
is  working  with  a broad  base  of  provincial  livestock  organizations  to  form  the  Alberta 
Foundation  for  Animal  Care,  which  will  take  a positive  and  proactive  stance  in  the 
responsible  use  of  animals  for  mankind’s  benefit.  The  ACC  launched  the  “Fie  Swatter” 
program  to  stop  misinformation  about  our  industry.  Alberta  cattle  producers  become  our 
eyes  and  ears  and  the  ACC  rises  to  the  defence  of  the  industry.  The  “Just  Facts”  media 
information  kit  the  ACC  launched  a few  years  ago  was  updated,  revised  and  adapted  by  the 
Canadian  Cattlemen’s  Association  for  national  release  to  media,  government,  educators 
and  consumer  audiences. 
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In  dealing  with  new  provincial  legislation,  the  Commission  represented  the  industry’s 
interests  on  the  Environmental  Protection  and  Enhancement  Act,  right  to  farm  regulations, 
new  planning  procedures  for  intensive  livestock  operations  and  revisions  to  the  manure 
management  code  of  practice. 


Following  a referendum  in  fall,  1991,  where  producers  agreed  that  research  is  necessary  to 
compete  in  these  days  of  globalization,  the  ACC  launched  a directed  research  program. 
Results  from  just  three  of  the  first  year’s  14  projects  funded  with  producer  dollars  show  that 
the  beef  industry  could  save  as  much  as  $62.50  per  animal. 


Alberta  Cattle 
Commission 
Revenues  and  Expenses 
1991  - 1992 

Total  Revenue 
$5,041,424  $3,556,753 

Total  Expenses 
S 5 ,7:47 ,623 S3 ,73  7 ,63  6 

Net  Revenue 


The  research  priorities  established  by  the  Technical  Committee  for  ACC  funded  research 
are:  to  increase  demand  for  and  quality  of  beef;  to  improve  the  marketing  of  beef;  to  reduce 
cost  of  production;  and  to  pursue  research  in  the  area  of  “issues  management”  such  as 
alternatives  to  hot  iron  branding. 

In  meeting  these  objectives,  a considerable  part  of  the  research  budget  has  been  spent  in  work 
aimed  at  developing  a new  packaging  system  for  beef.  This  system  will  allow  fresh  cuts  of 
beef  to  be  stored  for  up  to  16  weeks  and  still  provide  a product  that  is  healthful  and  desirable 
to  consumers.  To  improve  beef  quality,  the  ACC  supported  a project  at  Lacombe,  that  is 
looking  into  methods  of  improving  the  consistency  of  tenderness  and  flavour  of  beef.  A 
related  project  will  determine  the  feasibility  of  testing  for  ultimate  carcass  tenderness  with 
the  aim  of  identifying  those  unacceptable  carcasses  requiring  further  processing. 


($  206,199)  ($  180,883) 


Source:  Alberta  Cattle  Commission 
Annual  Report 


The  ACC  recently  undertook  a survey  of  cattle  producers  to  examine  the  impact  that  the 
petrochemical  industry  has  on  cattle  production.  Many  producers  said  they  have 
experienced  production  problems  due  to  adjacent  petroleum  industry  activities.  As  a result, 
an  $80,000  research  project  has  been  initiated  to  examine  the  effects  that  the  petrochemical 
industry  has  on  cattle  production.  It  is  a complex  study  involving  chemistry,  geology  and 
animal  health  that  is  being  undertaken  partly  by  the  Alberta  Environment  Centre  and 

hydrogeological  consultants. 


Alberta  Farm  Cash  Receipts  - Cattle  and  Calves 
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Source:  Statistics  Canada  Farm  Cash  Receipts  Catalogue  No:  21-001  p-  preliminary 


The  1993  Classroom  Agriculture  Program 
reached  another  24,000  grade  four  students  this 
spring  during  Agriculture  Week,  bringing  the 
program’s  total  to  approximately  190,000  stu- 
dents. The  ACC  is  the  major  funder  of  this 
program  which  is  considered  a model  for  similar 
programs  being  initiated  across  Canada.  Educa- 
tion will  continue  as  a major  thrust  for  the  ACC 
in  1993  with  a new  program  being  piloted  in 
Calgary,  teaching  high  school  food  science  stu- 
dents how  to  cook  beef. 
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Communications  with  cattle  producers  took  on  renewed  emphasis  in  1992  with  the  introduction 
of  our  new  publication,  “Grass  Routes”  to  replace  the  “Alberta  Catteman”  newsletter.  The 
ACC  initiated  an  annual  Environmental  Stewardship  Award  this  year  to  recognize  and 
publicize  the  exemplary  efforts  of  cattlemen  to  maintain  and  enhance  the  range  environment 
for  future  generations. 

In  addition  to  all  the  normal  activities  of  the  ACC,  the  board,  executive  and  staff  have  spent 
a considerable  amount  of  time  dealing  with  a court  challenge  to  our  marketing  plan  and  check- 
off, revisions  to  our  marketing  plan  and  proposals  for  a producer  vote  on  the  ACC’s  non- 
refundable  check-off.  The  ACC  is  updating  its  marketing  plan  and  will  be  submitting  a revised 
plan  to  Marketing  Council  to  bring  our  plan  in  harmony  with  the  1987  Marketing  of 
Agricultural  Products  Act.  The  ACC  is  developing  the  revised  plan  so  that  it  will  be  able  to 
be  continued  under  Section  54.4  of  the  Act.  Following  this  continuation,  the  ACC  will  be 
undertaking  a more  general  review  of  its  plan  in  broad  consultation  with  the  industry. 

The  ACC  board  is  planning  a producer  vote  on  our  non-refundable  check-off  to  be  held  at 
meetings  organized  by  the  Commission.  While  we  had  originally  intended  to  hold  the  vote  in 
the  spring  of  1993,  the  process  has  taken  longer  to  finalize  than  we  had  expected.  The  vote  may 
now  be  held  in  conjunction  with  an  expanded  number  of  ACC  cattle  producer  meetings  in  the 
fall. 

To  ensure  that  the  current  check-off  collection  system  is  equitable  to  all  producers  and  dealers, 
the  ACC  conducted  about  30  audits  of  livestock  dealers,  markets  and  packers  during  the  past 
year.  In  general,  we  found  that  the  check-off  was  being  fairly  collected,  with  the  exception  of 
a few  problems  relating  to  cattle  arriving  from  other  provinces.  Overall,  only  4 per  cent  slippage 
in  check-off  receipts  has  been  evident  in  the  audits. 
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Appendix  I 


Board  or  Commission 

Telephone 

Address 

Plan 

Implemented 

Alberta  Barley  Commission 

Telephone: 

291-9111 

Fax:291-0190 

32 1 Stockman's  Centre 

2116-27  Avenue  N.E. 

Calgary,  Alberta  T2D  7A6 

1991 

Alberta  Canola  Producers 
Commission 

Telephone: 

452-6487 

Fax:451-6933 

#170,  14315-  118  Avenue 

Edmonton,  Alberta 

T5L4S6 

1989 

Alberta  Cattle  Commission 

Telephone: 

275-4400 

Fax:  274-0007 

#216, 67 15 -8  Street  N.E. 

Calgary,  Alberta 

T2E7H7 

1969 

Alberta  Chicken  Producers' 

Marketing  Board 

Telephone: 

488-2125 

Fax:  488-3570 

#101,  11826-  100  Avenue 

Edmonton,  Alberta 

T5K0K3 

1965 

Alberta  Egg  Producers 

Marketing  Board 

Telephone: 

250-1197 

Fax:  291-9216 

#15,  1915-32  Avenue  N.E. 

Calgary,  Alberta 

T2E7C8 

1967 

Alberta  Hatching  Egg 

Marketing  Board 

Telephone: 

451-5837 

Fax:  452-8726 

14815  - 1 19  Avenue 

Edmonton,  Alberta 

T5L  2N9 

1982 

Alberta  Pork  Producers 

Development  Corporation 

Telephone: 

474-8288 

Fax:-47 1-8065 

10319  Princess  Elizabeth  Avenue 
Edmonton,  Alberta 

T5G0Y5 

1968 

Potato  Growers  of  Alberta 

Telephone: 

291-2430 

Fax:  291-2641 

#230,2116-27  Avenue  N.E. 

Calgary,  Alberta 

T2E7A6 

1988 

Alberta  Pulse  Growers  Commission 

Telephone: 

782-4641 

Fax:  782-5514 

Field  Crops  Development  Centre 
Agriculture  Building,  Bag  47 

Lacombe,  Alberta,  TOC  ISO 

1989 

Alberta  Sheep  and  Wool 

Commission 

Telephone: 

295-1988 

Fax:  275-8009 

#212, 6715 -8  Street  N.E. 

Calgary,  Alberta 

T2E7H7 

1972 

Alberta  Soft  Wheat  Producers 
Commission 

Telephone: 

380-4189 

Fax:  328-6880 

Box  875,  1014-3  Avenue  North 
Lethbridge,  Alberta 

T1J3Z8 

1990 
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Contact 

F unction/Purpose 

Clif  Foster 

General  Manager 

To  coordinate,  sponsor  or  co-sponsor  on  behalf  of  farmers,  agronomic  research,  market 
development  and  promotion,  information  and  technology  transfer  and  policy  development. 

Bruce  Jeffery 

Manager 

To  develop  and  implement  projects  and  programs  to  increase  and  improve  the  production 
and  marketing  of  canola,  inform  producers  and  advise  governments  on  matters  concerning 
the  canola  industry. 

Gary  Sargent 

Manager 

To  enhance  the  economic  well-being  of  the  Alberta  cattle  producers  by  lobbying 
government,  enhancing  the  industry's  image,  promoting  beef  to  consumers,  liaising  with 
producers  and  executing  industry  programs  and  services. 

Roger  King 

Secretary  Manager 

To  regulate  the  production  of  chickens,  to  allot  production  and  marketing  quotas  and  to 
represent  producers  at  national  agency  meetings. 

Warren  Chomey 

General  Manager 

To  stabilize  the  egg  industry  against  extreme  fluctuations  in  price,  improve  the  monetary 
returns  to  producers,  monitor  the  quality  of  eggs,  improve  productivity  through  research  and 
encourage  consumption  of  fresh  eggs. 

Julie  Egglestone 

Secretary  Manager 

To  regulate  the  production  of  hatching  eggs,  to  negotiate  prices  to  be  paid  to  producers,  to 
allot  production  and  marketing  quotas  and  to  represent  producers  at  national  agency 
meetings. 

Ed  Schultz,  Gen.  Man. 

Jim  Smith,  Tel: 227-2204 
Fax:  227-2293 

To  provide  for  effective  promotion  and  effective  control  and  regulation  in  all  aspects  of  the 
marketing  of  Alberta  slaughter  hogs. 

A1  Stuart 

Manager 

To  establish  and  maintain  a minimum  price  on  all  table  and  seed  stock,  excluding  potatoes 
for  processing,  sold  in  Alberta. 

Bob  Park 

General  Manager 

To  provide  responsible  leadership  in  the  development  of  a progressive,  viable  pulse  industry 
in  Alberta. 

Will  Verboven 

Secretary  Manager 

To  initiate,  support  or  conduct  programs  that  stimulate,  increase  and  improve  the  economic 
well  being  of  the  sheep  industry  by  developing  better  marketing  methods,  grading  standards, 
and  research  and  development  programs. 

Andy  Kovacs 

Executive  Director 

To  develop  and  implement  projects  and  programs  to  increase  and  improve  production, 
promote  research  and  improve  marketing  of  Alberta  grown  soft  white  spring  wheat. 
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Alberta  Sugar  Beet  Growers' 
Marketing  Board 

Telephone: 

223-1110 

Fax:  223-1022 

4900  - 50  Street,  Box  190 

Taber,  Alberta 

T0K  2G0 

1983 

Alberta  Turkey  Growers  Marketing 
Board 

Telephone: 

465-5755 

Fax:  465-5528 

#202,  8711  - 50  Street 

Edmonton,  Alberta 

T6B  1E7 

1967 

Alberta  Fresh  Vegetable 

Marketing  Board 

Telephone: 

327-0447 

Fax:  327-0766 

220E  - 12  Street  A North 

Lethbridge,  Alberta 

T1H  2J1 

1974 

Alberta  Vegetable  Growers' 

Marketing  Board 

Telephone: 

223-4242 

Fax:  223-4242 

Box  2273 

Taber,  Alberta 

T0K  2G0 

1958 

Alberta  Winter  Wheat 

Producers  Commission 

Telephone: 

328-0059 

Fax:  328-0969 

1205  Michigan  Place  South 

Lethbridge,  Alberta 

T1K  3P4 

1990 

42 


Contact 

Function/Purpose 

Bruce  Webster 

Secretary  Manager 

To  negotiate  prices  to  be  paid  to  producers,  to  allot  production  quotas  and  to  improve  and 
increase  the  production  and  marketing  of  sugar  beets. 

Greg  Smith 

Secretary  Manager 

To  regulate  the  production  of  turkeys,  to  allot  production  and  marketing  quotas  and  to 
represent  producers  at  national  agency  meetings. 

Neil  Reid 

Manager 

To  set  minimum  prices  to  be  paid  to  producers  and  to  see  that  a system  of  grading  is 
maintained  and  to  enhance  the  well-being  of  Alberta  fresh  vegetable  producers. 

Rita  Allen, 

Terry  Cradduck 

Secretary  Manager 

To  negotiate  with  the  processor  the  prices  and  the  terms  of  an  annual  agreement  on  behalf  of 
the  producers  of  vegetables  grown  for  processing  . 

Sharol  Siewert 

Office  Manager 

To  develop  and  implement  projects  and  programs  to  increase  and  improve  production  and 
marketing  of  Alberta-grown  winter  wheat. 

Alberta  Agricultural  Products  Marketing  Council 


